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SCRATCHBOARD ILLUSTRATION + IRWIN SMITH + FOR GORDON’S GIN, COURTESY L. H. HARTMAN CO 


Please call PLAZA 5-7404 for more information 
on how our combined staffs can serve you better, 


more efficiently...more profitably. 


THE STUDIO LTD. AND BYRON MUSSER, INC.270 Park Avenue, New York 17, N 
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Complete facilities ...Qutstanding service 
a 


Publication Date: A valuable reference book 


LETTERING 
INC. 


216 EAST 45TH STREET 
NEW YORK 17. NY. 


MU 2:2346 


This new catalogue of 
Photo-Lettering Inc.- ~ 
an encyclopedia of lettering 
styles—is the most 
comprehensive all-inclusive 
collection of alphabet designs 
ever published. It contains 
the work of over a hundred 
insert This | /etterers, showing ; 172 pp., 2 colors, 
Showing In| thousands of display lines, ae 9 coated stock, 13213", 
Reference | ©!@ssi/ied in 48 catagories laminated covers in strawberry red $5.00 
and indexed for quick usability (special library binding $8.50) 


A CREATIVE-CUSTOM SERVICE UNIQUE IN ITS FIELD SINCE 1936 


SPECIALIST 


we cure 
all mechanical ills 


PASTE-UPS UNLIMITED FICA R 


101 WEST 55 STREET 
CO 5-8688 Twelve Bast 4nd Street, New York 17, N. ¥. MUrray Hil 20058 
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INTRODUCING A NEW 
DOUBLE GROUND TEMPERA 


— and a system that saves 
= hours on the job...* 


NOW—MIX OR MATCH any color instantly... 

with the Code Color set of just eight tempera colors! 

In this kit of supreme quality, spectrum balanced 

colors are hundreds of formulas to match standard 
colored papers and pastel sticks. Just count the drops and 
you will match colors in seconds that would take 


hours by trial and error mixing. No material wastage, no 
mismatches, no need to overmix, no jars of dried out colors. 


Time and energy saving for the designer and 


FEATURING: 
@ Spectrum Color Wheel (shown above) has 

48 pastel color swatches, 16 pastel let-downs. 

Opposite colors are complementary. 


@ Greyed Spectrum includes “designer” colors, 


illustrator, an education in professional 
color methods for the student. 


Jack Sheppard, L.A. designer, writes, find Code Color 

so with I formulas for COMPLETE KIT excellent for coding client colors, then filing away for 

6 browns, ochres, etc. .. 24 pastel let-downs. future reference . Am buildin owe morgue ° spe- 

: cial colors (both fixed and unfix ...my kit actually 

© 60 Greys, warm, neutral, cool, in 5% values. 2 oz. 50 poid for itself the first day | bought it and every day 
@ Viscosity Controlled at the factory, Code REFILLS “: since!’ 

Color assures accuracy in color mixing. 8 OZ.| 1.45 Jim Gindraux, ill , writes, “Code Color tempera 

lends itself beautifully to palette mixing for illustration 


@ Double Ground for airbrush and for ... gives a full color range... brilliant color, works 
brushing quality. Non-bleeding, opaque, smoothly.”’ 
Bill Braverman, A.D., states, “Much quicker and more 


extra brilliant. 
convenient to handle...no dirty colors...tokes less 


@ Mix Large Quantities of color quickly as | =) space on taberet.”’ 
small quantities using alternate Ee George Michelson, air brush specialist, writes, “I mix 
dropper codes.” colors and greys directly in the air brush paint cup... 


@ Other Useful Applications are outlined in | or ry and whitest white yet... saves on hour 


directions and formula sheets included in kit. 


PATENTS PENDING 


NOW AVAILABLE...from your Art Dealer 
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>FFICITAL PUBLICATION OF NATIONAL 


SOCIETY OF ART DIR 


San Franclsco’s Seventh Annual 


San Francisco’s Seventh Annual Exhibition of Advertising 
Art, which was held during the month of May, 1955, was 
unique in many respects. Unlike other annual exhibitions 
held in major cities in the United States, our show is the 
result of the combined efforts. of two separate clubs; the 
Art Directors Club of San Francisco and the Artists Club 
of San Francisco. 

The method of jurying this year’s exhibition was prompted 
by a continuous search for an impartial system which would 
at the same time guarantee an exhibition of the highest 
caliber. All entries were submitted anonymously, then the 
1,300 preliminary pieces were shipped to our out-of-town 
neighbor Art Directors Club in Los Angeles for screening. 
A revised listing of categories was designed in an attempt 
to have similar entries competing on an equitable basis. 

The result: An exhibition of 200 pieces, each of top 
quality. This year, for the first time, all accepted entries 
will be reproduced in the West Coast Annual Catalog which 
will be printed and distributed in Fall 1955. 

The awards jury was composed of top flight men from 
New York, Los Angeles and San Francisco. Here again this 
assured complete impartiality and freedom fiom local 
“political” influences in selecting the award winning entries. 
Interestingly (and not too surprisingly), three special awards 
voted on by the entire Society membership coincided in each 
instance with the choices of the awards jury. 

Following a precedent which was set last year, by the 
New York Art Directors Club, this year the San Francisco 
Art Directors struck a special “client award” medal, which 
wes given to Mr. Fred Tredway, Advertising Manager of 
Sothern Pacific Railroad, for his “encouragement of better 
ar: and design in advertising” in the West for the past 20 
rs. This special medal was presented—along with the 
revular award certificates—at a well-attended preview 
bz iquet. 

The exhibition (which was held at the Club’s own gal- 
le: ies in the city) was enthusiastically received by the general 
pt lic; attendance was three times that of previous years’ 
sh 

MAX SILTEN, GENERAL EXHIBITION CHAIRMAN 


Ari Director & Studio News, published monthly by Art Director & Studio News, 43 E. 49 St., 
Ne» York 17, N. Y. Plaza 9-7722. Subscription price $3.00 per year; $5.00 for two years; 
$3. a year for Canada and $5.00 for other countries. Back issues 45¢ per copy. Publisher 
mes no responsibility for manuscripts or artwork submitted. Copyright 1955. Entered as 
se-ond-class matter at the post office at New York, N. Y. 


ART/DESIGN PACESETTERS 
San Francisco Show Stresses New Talent 


RESEARCH & THE AD 
Starch Survey: Product Display/How Made 


UPCOMING TALENT 
Photographer Halberstadt 


ILLUSTRATION 
Power: Heavy Equipment in Action 


EUROPEAN AD ART 
Contemporary Swiss Ad Artists 


IDC HIGHLIGHTS 
Will Burtin, Herbert Bayer, Sol Cornberg 


REDESIGN CASE STUDIES — SAN FRANCISCO 
J. Magnin 
Dole Fruit Cocktail 
Southern Pacific 
Safeway 


PRODUCTION BULLETIN 
IN CHICAGO 
IN PHILADELPHIA 


NEWS & VIEWS 
Tax Talk 
Letters 
Business Briefs 
Cover Designer 
News 
Salary Survey 


TRADE TALK 


SERVICES 
Bookshelf 72 
Booknotes 59 
Ready Reference, Classified: 74 


Publisher: Don Barron Editor: Edward Gottschall 

Designer: Ken Saco . Ass’t. Editor: Dorothy Chapple 

Advertising: Morton Bryer  Cireulation: Mildred Brown 
Ass’t. Designer: Walt Hudson 

ASSOCIATE EDITORS: Atlanta, Horald Torgesen; Baltimore, DeWitt 


Battams; Boston, Thomas Boker; Chicago, Len Rubenstein; Cincinnati, 
Edgar Steinauv; Cleveland, Parker J. Heck; Detroit, Doug Macintosh; 


.Kansas City, Joe D. Crandall; Los Angeles, Thor Hauge; Miami, Jack 


Green; Milwaukee, Wilbur E. Johnson; Minneapolis, Robert 8. Con- 
nolly; Montreal, Albert Cloutier; Nashville, James Patterson; New 
York, Walter Van Bellen; Philadelphia, W. Frederic Clark; Rochester, 
Ric Rylonds; San Francisco, Wallace L. Sommers; Seattle, James E. 
Peck; Toronto, G. M. Moses; Washington, D. C., Daniel B. Hasson. 


NSAD OFFICERS: Roy W. Tillotson, New York, President; Robert Bach, 
San Francisco, Vice President; Albert Cloutier, Montreal, Vice President; 
Cecil Baumgarten, New York, Secretary-Treasurer. NSAD Headquarters: 
115 E. 40th Street, New York 16, N. Y. Phone: Murray Hill 5-4340, 
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ANNOUNCEMENT ADS 
NEWSPAPER ART 
CARORO TRANSFERS. 
4 COLLATERAL PROGRAMS 


anything and everything 
pertaining to quality automobile art 
has been a specialty 


of this studio for over 27 years 


headquarters for automobile art for over 27 years 


LaADRIERE STUDIOS, INCORPORATED 
1700 CADILLAC TOWER, DETROIT 26, MICHIGAN 


poo CATALOGS | 
] Sa 
ta 
| A 
| | | 
| A 
ac 
4 ch 
ta 
Q 
4 fo 
is 
q a 
ta 
lic 
3 A. 
4 to 
ch 
4 XA) ED 
wi 


vax talk 


MAXWELL LIVSHIN, CPA 


Now York City Sales Tax Q&A 


Q Are artists the ultimate consumers of 
su “h-job elements as purchased lettering, 
le outs, types, plates, paper, ink and 
sswork? 

A Artists are deemed not to be con- 
su:ners of materials which enter into and 
be-ome a physical component part of the 
fir shed art work which is sold by the 
ar'ist. Thus, for example, purchases of 
paper, ink, etc., which form a component 
part of the artwork, are not taxable to 
the artist. Materials which the artist re- 
quires for the production of the art 
work, but which do not become a physi- 
cal component part of the finished art, 
are taxable to the artist. 

Where artists used the services of 
others for lettering, etc., such services 
would not be taxable to the artist if the 
material upon which the lettering is 
done becomes a physical component part 
of the finished artwork. Otherwise such 
services are taxable to the artist. 


Q. Where an artist seils a painting, draw- 
ing, etc., and title thereto passes to the 
purchaser or where possession is neces- 
sary to reproduce the painting, is there a 
taxable sale of tangible personal prop- 
erty? 

A. Yes. Such transactions are subject to 
the sales tax. 


Q. Is the sale of artwork to advertising 
agencies or book publishers taxable? 

A. Yes. Such sales of art for use in books, 
ads, etc., are subject to the tax. 


Q. Where an advertising agency pur. 
ch. -es artwork and uses it in rendering 
ser ices for its clients who are the ulti- 
mu.¢ consumers thereof, who pays the 
tax of the artwork? 

A. The advertising agency is liable for 
as les tax on such purchases. 


Q. Vhere a printer purchases artwork 
for . retail customer and title to the art 
is} \ssed to the customer who purchased 
a « mplete printing job, who pays the 
lax Should the artist charge for his por- 
lio of the art on the cover? 

A. rinters are not subject to the Sales 
Ta on artwork, title to which passes 
to \e customer of the printer. Said pur- 
ch. es are deemed to be for the purpose 
of -sale. 


ED or’s NOTE: The writer of this column 
wi answer any inquiries submitted by 
te iers. Address all inquiries to the 
Ec or, Art Director & Studio News, 43 
E. igth St., New York 17, N. Y. @ 
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112 PAGES REPRODUCING 400 PIECES 


annual 


FROM THE LOS ANGELES AND 


portfolio of 


SAN FRANCISCO SHOWS « AVAILABLE AT 


western 


YOUR ART SUPPLY DEALER OR DIRECT 


advertising art 


FROM WESTERN ADVERTISING 


| 


Western Advertising 


580 MARKET ST., SAN FRANCISCO 4 


WHERE TO BUY IT... 


ARIZONAS Fred Elquest & Son., Phoenix; 
Posner Paint Store, Tucson. 
CALIFORNIA: Calif. Artist Materials, 
Inc., Los Angeles; H. G. Daniels, Los 
Angeles; Duncan, Vail Co., Los Angeles; 
M. Flax, Los Angeles; Flax Co., Oak- 
land; Fi Flax's, San Francisco; Franklyn Art- 
ists’ Materials, Los Angeles; Florence 
Gardner, Culver City; Leslie's Art Sup- 
plies, Los Angeles; Magazine Center, 
Long Beach; Marty's Artists’ Supplies, 
Los Angeles; Pomeroy Art Supplies, Bur- 
hank; Pomeroy Art Supplies, Hollyw 00d; 
Schwabacher-Frey Co., San Francisco: 
The Skylight, Palo Alto; Universal News 
Agency, Hollyw 00d; Art Johnson, Fresno. 
COLORADO: Fine Arts Supply Co., 
Denver; H. R. Meininger Co., Denver. 
GEORGIA: Miller's Book & Office Sup- 
ply Co., Atlanta. 
ILLINOIS: Brudno Art Supply, Chicago; 
Flamingo Art Material Service, Chicago; 
The Flax Co., Chicago; Kroch's & Bren- 
tano's Inc., Chicago; Main Street Book 
Store, Chicago; Near North Guild, Chi- 
(ago; ”S. S. Artist Materials Inc., Chicago: 
Werner's Books Inc., Chicago. 
KENTUCKY: Electric Blue Print and 
Supply Co., Louisville. 
LOUISIANA: Dixie Art Supplies Inc., 
New Orleans. 
MASSACHUSETTS: H. R. Giger, Lid., 
Boston; M. M. Ross Co., Boston. 
MICHIGAN: Geo. Mannebach, Detroit. 
MINNESOTA: Arisign Materials Co., 
Minneapolis. 
MISSOURI: Bader's, St. Louis. 
NEBRASKA: Standard Blue Print Co., 
Omaha. 
NEW YORK: YY" County Art Center, 
Yonkers: E. H. & A. C. Friedrichs Co., 
New York: Konrad Halle, New York: 
Institute Artists Materials Co., Brooklyn; 
Museum Books, Inc., New York; Pollak 
Paint Co., Inc., ” Buffalo; S. Steinhauer & 
Sons, Broo klyn: Williamson Associates, 
Rochester; Wittenborn and Co., New York: 
Artists Supply Co. of New York, New 
York; Reinhold Hintze, New York; Pur- 
chasing Service, Inc., New York. 
Arthur Brown & Bros., Inc. 


OHIO: The Art Colony, Cleveland; B. K. 
Elliott Co., Cleveland; H. H. Art Studios, 
Inc., Dayton; Ohio Art Materials Co., 

Cleveland: Publix Book Mart, Cleveland. 


OREGON: Richard Critchett Co., Port- 
land. 


PENNSYLVANIA: B. K. Elliott Co., 

Pittsburgh; Joseph Fox—Books, Phila- 

delphia; A. & B. Smith Co., Pittsburgh. 
TEXAS: Ase/ Art Supply, Dallas; John- 

ston Art Supply, Houston. 
WISCONSIN: Artist & Display Supply 

= , Milwaukee; Palette Shop, Milwau- 
ee. 

J.G. Fraser, Ltd., Vancouver, 

; R. D. Taber, Toronto, Ont 

eusianine The American Book ‘Supply 
Co., Ltd., London. 

DENMARK: International Booksellers 

Copenhagen. 

JAPAN: Meiji-Shobo, Kanda Tokyo; 
The Tokodo Shoten Lid., Tokyo 

NEW ZEALAND: Technical Cooks, Lid., 
Wellington. 

PHILIPPINE ISLANDS: Ricardo Gue- 
varra, Manila. 

INDIA: Books India, Bombay. 


creative art and design 


layout to completed job 
 EGRI 


EKTACHROME RETOUCHING 


helen 


MU 5-5958 185 madison ave., nyc 


201 EAST 40 ST.. N.Y 16 MU 7- 
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<= 
22 W. 56 St, N. -5166 
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see and compare 


the new CLARENDON type by BAUER 


FORTUNE 


an extended type to meet modern needs 


rane Light, Bold, and Extrabold to fit your every. 
need; available from stock in 18, 24, 30, 
and 36 point. The complete size range of 
all three series will be from 8 to 84 point. 


legibility broad, graceful serifs add character 


and distinctiveness for easy reading. 


unif ormity each letter master-crafted, individ- 


ual uniformity for easy setting, easy make-up. 


by Bauer backed by the integrity and experience 


of over 100 years in the manufacturing of 
fine types. 


For complete specimens, see your nearest Bauer 
dealer or write on your letterhead to: 


BAUER Alphabets, Inc. 


235-247 EAST 45th STREET, NEW YORK 17, N. Y., VA. 6-1263-4 
Set in Fortune and Venus Extended 


YORK 18 LOWGACRE 41257 


80 WEST 40th STREET. 


george samerjan 


FLEXICHROME 


Hersh-Mastro Studios Inc. 
4 W. 40th Street, New York, N. Y. 
CH 4-8864 


Hot Santa 


Where does Santa Claus go in the 
Summer? I thought some of your readers 
would like to know. Instead of return- 
ing to the North Pole, Santa is paving 
the way for the coming Yule Tide for 
illustrators and photographers. Santa 
(yours truly), is busier in the Summer 
than all the reindeer on Christmas Eve. 
Also in the Hot Days of July, August, 
September and October he’s padded out 
in the warmest mid-Winter clothes mod- 
elling and posing! He’s got three suits 
for the busy Season (last year posed 
for 33 ads and/or stories) and does his 
own make-up. Like a true Santa, he do- 
nates services to charitable causes, and 
is international Chris Kringle, having 
posed as a Scotch Santa last year in red 
cap, beard, traditional coat and kilts. 
“Merry Christmas in August.” 
Frank Markow, 101-25 115th 
Richmond Hill, Queens, N. Y. 


“Clipper” creates own art 


Please refer to your May issue of the 4 
Director & Studio News, page 56, ¢ 
fourth item on the page in the center 
the column: this article states that | 
material in the Clipper, which is p' 
lished by us monthly, consists of art | 
tering, cartoons and drawings collec 

from syndicated sources. This is a n 
statement as all of the art in our ser\ 
is originated and designed by our o 
artists or free lance artists to whom 

have given assignments for special p 
duction. 


= 
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Walter F. Bartel, Pres., Multi 
Services, Inc. 
(continued on page 71) 
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The men here are working for you—solving 
the problems involved in putting your message 
in selling form. They do it every day. They 
do it for every job that enters the’ studio. 
These are men of experience. 

The discussion may involve a question of 
layout, of illustration or point of purchase. 
The solution will be one of proven judgment— 
a meeting of minds. 

Put your problems on this table. 


= Advertising Art 


19006 OLIVE STREET * ST. LOUIS, MO. 


GARFIELD 
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business briefs 


The emphasis today is on marketing. Just a few 
years ago we wondered whether produc- 

P tion could ever catch up to demand. 
Then we wondered whether it would too 
far outrun demand. Right now we are 
in an economic phase where production 
of most items meets the demand, but the 
demand is not sated. With buying power 
and production strong, and competition 
heavy, the big problem is marketing... 
efficiency of distribution, effectiveness of 
sales promotion and advertising, etc. In 
this enivronment, advertising agencies, 
artists, photographers, studios, are flour- 
ishing and expect to prosper and expand 
for some time to come. 


049019 £9 


FOR THAT SPECIAL ASSIGNMENT 


+ This optimism is reflected in cold facts. For 
example, newspaper ad linage for May 
of this year was the highest for any 
month on record, was 11% ahead of 
May 1954. This in the face of rising space 


pesionens 3 ART POR ADVERTIONNS rates. Magazines too, show a space in- 
crease over last year, along with slow but 
* ~ | sure rate increases. Except for network 
115 WEST 45TH STREET + NEW YORK 36, N.Y. * JUDSON 2-5083 radio, all media are booming, or, as 


3 _ | with general and farm magazines, hold 
about even with their strong pace of a 
year ago. 


One big question today is, “What will the 
guaranteed wage contracts do to adver- 
tising?”” A minority feel that resulting 
price rises will make selling more difh- 
cult. But even this group doesn’t see any 
change in ad appropriations for several 
years. 

Prevaling opinion is optimistic. Less 
seasonal buying, more year-round buy- 
ing is forecast with advertising budgets 

spread more evenly throughout the year. 
f Dan Coleman shot this . tt is generally agreed that the nature of 
,! the market is changing and that there is 
a greater need for continuing market 
research. 


since 1937, a pioneer and teader in 


CARBRO & DYE TRANSFER What with auto and steel strikes past for o 


spell, these basic industries and construc- 


FROM TRANSPARENCIES tion are leading the general economy in 
AND SEPARATION its boom. With housing still booming 
NEGATIVES the expected slowdown in auto produc. 

e tion may not hurt the overall steel pic 


ture. Economists are optimistic over the 


MU 5-4295 / MU 5-4423 general picture but expect less dollars 
404 Fourth Ave. - Room 1507 proportionately, to go to the auto indus 
try, and don’t know whether these dol. 
lars will go into savings or for other 
goods. 
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4 TRICK PHOTOGRAPHY 
: | HARRY C. DECKER, INC. 
| 
220 EAST 23rd ST “NYC ORegon 9-1558- 1392 
12 


Every machinery retouch specialist has 
had his share of retouching and outlining 
machinery photos with “china white” — 

for all the good it did he might well have 
indicated the highlights with a blue pencil. 
To get drop-outs on conventional halftones 
with “china white” the artist must rely 

on tedious and expensive hand work 

by the platemaker — maybe the way the 
artist intended it and maybe not. 


Account: Schiage Lock Co. 
Agency: Boland Associates 


KEMART Process actually does what a white is sup- het then 
posed to do...it drops out the backgrounds or internal Artist: Paul Bradley 
highlights photographically wherever it is applied. You 
keep complete control of the reproduction. Time is JUST 2 EASY STEPS— 
saved — quality improved. And HOW it is improved. 

Use KEMART Artist Materials 


Send your work to a KEMART 
licensed platemaker. 


If you want it reproduced as retouched— 
KEMART 


you want 


KEMART CORPORATION 


ouetare 340 FRONT STREET * SAN FRANCISCO 11, CALIFORNIA 
complete 
i KEMART Artist Materials are available through 


Artist 
Instructions leading Artist and Graphic Arts Supply Dealers 
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CHENAULT, INC. vice and Artists’ J 
John Hammer Bud Hawes Fred Hoertz Len Oehmen 
‘ne Peterson “AI Scully Ned Seidler Jack Wohl Bert Zadig 
Eost 48th York 17, N. Plaza 1-0095 


Highlights 


of the 


International 


~ 


Conference 


In June, in Aspen, Colorado, approxi- 
mately 700 people gathered to think 
together about design in all its con- 
temporary aspects. The gathering was 
heterogeneous. There were designers, 
philosophers, semanticists, cartoonists, 
business and advertising executives, stu- 
dents. They came from all sections of 
the country and from abroad. 

There was a heavy degree of audience 
participation. Program chairman Wil! 
Burtin arranged for copies of all talk: 
to be distributed the day before the: 
were given, thus giving the group ampI: 
time to develop questions and discussior 
points. 

Many thought provoking and stimu 
lating points were raised concernin: 
almost every phase of design and com 
munication. Beginning in this 
AD&SN will excerpt the highlights « 
the various talks. 

Introducing the program, Will Burti 
said, “We are here because we hav 
questions. We are here because we wai 
ta test ideas that may be important 
to us and to others . . . While we mu 
give credit to achievement, we mu 
never cease to question the expert. . . 

In this spirit of questioning, the tal’ . 


(continued on page 18) 
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HIGHLIGHT HALFTONE CONTROL 
RIGHT IN YOUR BRUSH... 


. or built into your drawing pencil, or othér Fluoro 
art media. Unbelievably simple to use, Fluoro is the 
modern method for rendering art copy to be reproduced 
by highlight halftone printing plates. It was designed 
BY artists FOR artists, and the list of users, throughout 
the nation, reads like a Who’s Who among illustrators 
and advertisers. 


Want mona info P 


Ask your platemaker or 
we'll be delighted to send it. 


FLUOROGRAPHIC SALES DIVISION 


Printing Arts Research Laboratories, Inc. 
La Arcada Building Santa Barbara, Calif. 
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Kaiser Alumin | 


chill cheater! electric heate 


AMUNDSEN BEARTOWN 
‘JIM JOHNSON OPAL KENNEDY 
LAWRENCE SHEVELAND 


One of many knowledgeable talents available 


PLUS a complete Art Service geared to YOUR needs. 


| design conference 


Intertype 
Ludlow 
Foundry Type 
Makeup 
lockup 
Reproduction 
Proofs 

Hot Press 


Rules and 
Materials 


GENERAL 
COMPOSITION 
COMPANY 


Advertising Jypographers 


51 MELCHER STREET 
BOSTON, MASSACHUSETTS 


O2416-2 AMeqim 


Color 


Exclusively 


Retouching 


(continued from page 14) 


began. First day speaker was Herbert 
Bayer, designer, typographer, painter, 
photographer. Theme of the day’s dis- 
cussion was “Communication.” High- 
lights from Mr. Bayer’s comments fol- 
low: “We have never known exactly 
what it must feel like for the other per- 
son to experience the color red. . . . Mr. 
Brown will never know what it is like 
to be Mr. Smith. In the muddle of 
human experiences there are no feelings. 
no sensations that can be communicated 
as such to be perceived and experienced 
equally by others. . . . To convey actua! 
experiences, we have invented substi- 
tutes which we address to the organs of 
perception, such as the eye and the 

“The word functionalism is an ugly 
one. Some of the early activators of the 
medern movement have gone over-board 
in their attempt of purification with 
the result of bareness, coldness, ultra- 
logic. . .. Any design which is conceived 
as serving and improving a purpose will 
be a functional design. Does this exclude 
that it also be beautiful? Must a product, 
because it is functional, have the air of 
utility only? Definitely no. . . . Can- 
not well functioning design be also 
spirited ... ?” 

“If a visual concept is to serve a 
purpose then it must be more than form 
for form’s sake. . . .” 


(continued on page 60) 


Cover designer 


Robert Gage is AD and VP at Ne 
York’s Doyle, Dane, Bernbach. He’s be: 
with DDB since it started almost 6 ye 


< 


on Dye Transfer 
and Carbro Prints 


Kennett Studio 


139 E. 52 St. N. Y. C. 
PL. 8-0542 


ago. He has won a raft of AD cl 
medals and awards and you have se: 
his work for Ohrbach’s, Levy's bre 


we 


Max Factor’s lipstick, for Cole of Ca -- 


fornia, for Buxton, and for The Che 


strand Corp. His “See Red” ad for M x 


Factor was judged the best full col 
magazine ad of the year at the 34th sh: 


of the New York Art Directors Club » 


+ + 
\ 
$ ey" 
“al 
a 
> 
> 
| 
TV 
| 
| 
- 
18 
A 


a group of 

fine color 

ads for 

Champion Paper And 


Fibre Company 


photographed by... 


ALBERT GOMMI STUDIOS 
305 East 47th St. Eldorado 5-7650 


How to help 
a young artist get ahead 


The next time a “young hopeful” 
do Your paintings : asks your advice about 


PRINTS? > a job or a raise... 


tell him to mail this coupon. 


Albert Dorne 


THE FAMOUS ARTISTS SCHOOLS of Westport, Conn., have 
i helped many a young artist forge ahead. As you know, this 
is the school run by America’s 12 Most Famous Artists. 
GRUMB ACHER al So why not tell the next young artist who comes in and 
TUFFILM” ( 7 asks for advice to mail the coupon below. Jt will help him 
ARTISTS’ SPRAY . | get ahead faster. 
Protect your artwork with this 
specially formulated, tough, 
non-yellowing fine mist fixative. 
Only $1.95 for a large full can 
at all art stores 


M. GRUMBACHER 
one. Dong Kingman 


482 WEST 34th ST., NEW YORK1,N.Y. 


] Norman Rockwell FAMOUS ARTISTS SCHOOLS 

Jon Whitcomb Studio 41-V, Westport, Conn. 
| Stevan Dohanos 
| Harold Von Schmidt Send me, without obligation, information about 

Peter Helck the courses you offer. | 
| Fred Ludekens | 
| Mrs 

Miss PLEASE PRINT | 

| Austin Briggs Address | 


Age 
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Ektachrome 120,620: Ektachrome Film, 
(Process E-2) in the new high speed 
emulsion, is now available in 120 and 
620 roll film spoolings. Process E-1 roll 
film is being discontinued. New film has 
higher definition and increased speed. 
ASE exposure index is 32. 


Wie 


PLATE 


Type showings: Amsterdam-Continental 
Types is offering specimen showings of 
Clarendon, Normandie, Normandie 


Italic, Erasmus Initials, De Roos Inline 
Initials, Reiner Script, Rondo Bold, and 
(shown above) a selection of engraved 
initials. 


color coded photocopies, new Ektachrome sizes, 
“brush stencil,” more typestyles available to the AD 


New Intertype Faces: New Fotosetter type- 
styles, for which specimen folders are 
available, include Catalina, designed by 
Emil Klumpp. A script, Catalina is 
unique in that it joins even in justi- 
fied lines. Other showings are on Basker- 
ville, Bodoni, Cairo, Century, Futura, 
and Garamond, all on the Fotosetter. 
Old English No. 10 is a copy of an en- 
graver’s letter, never before made in 
type. Intertype designer Edwin W. Shaar 
has also brought out for the Fotosetter 
Futura Book Condensed, Futura Demi- 
bold Condensed, and Futura Demibold 
Script. The first two were never brought 
out by any other company. The script 
is an original design of Mr. Shaar’s and 
was designed to match heights, weights, 
italic angle, of Futura Demibold 
Oblique. Stuyvesant Script, copy of an 
Engravers Script, was introduced in 1954, 
was never before available in type. In 
reporting new typefaces of the year in 
the June issue of ADSN, DeRoos and 
Italic, available on the Intertype in 8, 
10, 12 and 14, were inadvertently la- 
belled Imperial, on page 93. Imperial 
and Bold, shown on page 96 of June, 
also have an italic, available in 8 and 


9 points. 


Screen-process ink is reflective: Said to be the 
first reflective screen-process ink for pa- 
per and card stock, Codit is designed for 
temporary, changeable-copy advertising 
signs. The ink looks like ordinary gray 
ink during daylight hours, but at night, 
under headlight beams, it reflects in 
bright silver. Its nighttime reflective 
qualities are about 50 times brighter 
than white paint, according to the Min- 
nesota Mining and Manufacturing Co., 
St. Paul, Minn. 

It is used like other screen-process ink 
on 8X or 8XX mesh silk-screen and is 
designed for application to paper and 
cardboard only. 


For further information, write to Dept. _ 


G5-139 at the company, St. Paul, Minn. 


Brush stencil: Latest innovation in the field 
of stencil duplicating is the new “Brush 
Stencil” introduced by Gestetner Dupli 
cator Corp., 50 McLean Ave., Yonkers. 

Instead’of using a conventional stylus, 
stencil is prepared with an ordinary ar- 
tist’s brush and special brush stencil ink. 
Lettering or drawing is simply brushed 
onto stencil surface. To facilitate easy 
layout, stencil surface has been printed 
with ruled lines dividing work area in 
quarter inch squares. 


Color coded photocopies: For the first time, 
color coding has been applied to photo- 
copies. Peerless Photo Products Inc., 
Shoreham, L. I., is now offering colored 
positive papers on a heavy, durable 10- 
point 220-gram card stock. Now avail- 
able, green, yellow, white. Other colors 
are possible. For office copies and rout- 
ing to departments, the positive print 
can now be made on a colored sheet 
keyed to a specific department. 814x11, 
81X14, 11X17. 


Amsterdam Type 


Egyptian Bold Condensed, 


Amsterdam 
Netherlands 


Egyptian Bold Extended, 


Egyptian: Amsterdam’s Egyptian design is 
now available in a Bold Condensed a d 
a Bold Extended, both in sizes from 8 
to 72-point, at Amsterdam Continen 1l 
Types and Graphic Equipment, Inc., 
Fourth Avenue, New York 10, N. Y., TF 
from Amsterdam Continental deal rs 
throughout the country. Specimen shc w- 
ings will be sent on request. @ 
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IT CAN BE PHOTOGRAPHED 


206 EAST 65TH ST., NEW YORK 21,N. Y., TE 8-3300 
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...butagroup 
of specialists 
who can produce 
almost any kind 
of art job you 
might think 
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art director /studio news 


N-w NSAD president . . . his Roy Tillotson about to don the armor of 

¢ 'visory board and secretariat NSAD Executive Head, backed up by the 

advisory board of (on the couch) Gordon 

mar and Arthur Hawkins. From the wall the past presidents, Guy Fry, Charles 

rhart and Wally Elton beam with blessings. Cecil Baumgarten, Secretary-Treas- 

er, poses with confidence in the fact that his strong right arm, Janet Brewster, 

“ ter spending a day over a hot stove with the N. Y. Club, gives her spare time 

the National Society. In case you don’t recognize the props, the photo was made 
Henry Dravneek Associates. 
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W. Frederic Clark 
(left) AD at Gray 
& Rogers, is new President of the Phila- 
delphia Art Directors Club. That's re- 
tiring President Ira Low in the middle, 
and re-elected Treasurer Carl Eichman. 
Vice President is Raymond Ballinger; 
Secretary, Nate Berman. 


Clark heads Phil. 


22 


High key ADs Newly elected officers 

of the Art Directors 
Club of Cleveland poke fun at currently 
fashionable high key photography as 
they pose. Reading clockwise from the 
“pot of gold” are Mario Di Santis, Treas- 
urer; Jim Morgan, Secretary; Seth Fag- 
erstrom, Hugo DiZinno, Ken Hem- 


minger, board members; Dave Lind, 
Vice President; Clark Robinson, Presi- 
dent. 


SF elects The Am Director's Club of 
San Francisco held their an- 
nual dinner and exchange of officers on 
June 3, 1955. New officers are: 
President—Fred Cole, Foote, Cone & 
Belding; ist Vice President — Walter 
Warde, Foster & Kleiser; 2nd Vice 
President — Fred Herschleb, Honig- 


Cooper; Secretary—Cornelia Hanel, John 
O'Rourke Advy.; Treasurer—Wayne May- 
field, L. C. Cole Co. 

Other club responsibilities filled are: 
National Society of Art Directors Corre- 
spondent—Robert O. Bach, N. W. Ayer; 
National Society of Art Directors Repre- 
sentative—Robert B. Freeman, Chas. R. 
Stuart; Art Director & Studio News Asso- 
ciate Editor — Wallace L. Sommers, 
Wyckoff & Assoc. 

At the dinner, the outgoing President, 
Robert B. Freeman, Chas. R. Stuart, re- 
ceived a portfolio of caricatures and 
sketches by the members, entitled ‘Free- 
man the Man.” This portfolio for out- 
going presidents is a tradition in the 
San Francisco club. Each year a different 
theme is chosen with the particular pres- 
ident in mind. The members are told 
in advance what the theme is and given 
the dimensions, and other then that one 
restriction—the sky's the limit! 

The guest of honor at this year’s din- 
ner was Mr. Kenneth Boucher who was 
Advertising Manager of the Dole Ha- 
waiian Pineapple Co. from May 1, 1935 
until his retirement on Oct. 5, 1945. Mr. 
Boucher was instrumental in Dole’s de- 
cision to use fine art in its magazine ad- 
vertising campaigns—a food advertising 
“first,” and one of the most memorable 
innovations in the field. He helped pave 
the way for the appearance in now fa- 
mous Dole ads of the works of such 
easel painters as: A. M. Cassandre, 
Miguel Cavarrubias, Georgia O'Keefe, 
Pierre Roy, Lloyd Sexton, John Ather- 
ton. 

Because of Mr. Boucher’s official and 
historical contributions to advertising 
originating in the West Coast and his 
tremendous good influence in terms of 
art in advertising—he was given a spe- 
cial testimonial plaque by the Art Di- 
rectors Club of San Francisco. 

Shown here are Robert B. Freeman, 
outgoing President, and new head Fred 
Cole. 


Atlanta proposes a new 
business/art college degree 


The University of Georgia, Atlanta Di- 
vision, has sent a memo to the Art Di- 
rectors Club of Atlanta outlining specific 
plans and curricula for a four year pro- 
posed Bachelor of Business Administra- 
tion program for commercial artists. ADs 
were asked for their opinions. Program 
devotes about 14 of courses to art, with 
the balance aimed toward a business de- 
gree (advertising, marketing, business 
law, etc.). If you’d like to see the pro- 
gram and chip in your opinion, write 
to Richard H. Brunell at the University 
of Georgia, 24 Ivy St., S.E., Atlanta, 
Georgia. 


chapter clips 


Atlanta: New member is artist Jack W 
Fletcher . . . June meeting featured illus 
trator Thornton Utz, who recently 
moved from Westport, Conn., to Sara 
sota, Fla. 


Baltimore: Is discussing admission oi 
women members. . . 


Detroit: Joseph T. Franz, Maxon Inc. 
now starting his fifth term as Presiden 
of the Scarab Club. 


San Francisco: Students show was hung a: 
the SAAD Club during mid-June. Four 
schools represented were Academy of Ac- 
vertising Art, Art League of California, 
California School of Fine Arts, California 
College of Arts and Crafts : . . The Cali- 
fornia delegation attending the Aspen 
Conference (June 13-18) numbered 103 
(not counting wives), which was far and 
away the large’t group from any state. 

Thirty artists and art directors from 
San Francisco were part of this group, 
one of the largest representations from 
any city. 

All who attended agreed that this 
year’s conference was one of the most 
successful to date. Plans are already be- 
ing laid for next year’s conference, when 
a plane will probably be chartered for 
the Aspen trip. 

Most of the highlights of the confer- 
ence were tape recorded by Wayne 
Champion, Instructor of Industrial De- 
sign from San Jose State College. These 
will be edited by Price Burlingame, Ar- 
tist’s Representative of Kaiser Graphic 
Arts, Oakland, California, and then 
played back for the benefit of members 
of the Society of Artists and Art Direc- 
tors from San Francisco who were un- 
able to attend this year’s conference. 
This recording will be the feature of 
a special Aspen Conference Night mect- 
ing which will include color slides taken 
by some of the members at the con{cr- 
ence. This recording is an excellent ida 
—other clubs please note! 


Washington, D. C.: Artists Thomas E. 
Hutchens and Gil Walker won Cert ‘i- 
cates of Merit in the recent New Yc ‘k 
AD show . . . Gernot Rasmussen has €- 
signed as AD of Larrabee Associates 
is now with United States Informat: n 
Service . . . William S. Bodenhamer « id 
Joseph E. Morse have left U. S. Air Fo: ¢, 
Graphics Div., and are free-lancing fr m 
the Radio Building in Arlington. . 
Bernard M. Luchton is now AD w th 
the Savings Bond Division of the U S. 
Treasury Dept. . . . Club members © 


cently attended reception in honor of 
Norman Rockwell at the Corcoran ( 1l- 
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ery of Art, where a number of his SEP 
overs were on exhibition. Kenneth 
tuart, AD of the Post was at the re- 
-ption. 


‘ xiegel uses name artists 
{ or fashion items 


Siegel Inc., Chicago mail-order com- 
pny, is featuring signature designs in 
{:shions and home furnishings in its new 
1055-56 Fall-Winter catalog. The catalog 
inelf has a slick “Vogue”-like cover, 
many full color pages. Cooperating with 
Associated American Artists, items fea- 
ture designs by Hans Moller, John Fred- 
cricks, William Ward Beecher, Laura 
Joan Allen, Aaron Bohrod, Richard Rob- 
certs, Ramon Prats, Albert John Pucci, 
Thomas Vroman and Richard Galef. 


DDB boosts good art 


Agency Doyle, Dane, Bernbach took a 
full-page New York Times ad early in 
June (just after their Max Factor “See 
Red” ad was judged best full-color ad 
of the year in the New York club show) 
to punch across this message: “Beware 
of the man who says to you, ‘I’d rather 
have a good selling ad than an award- 
winning ad.’ He’s throwing a smoke 
screen. He’s making you think it has to 
be one or the other. The above ad is 
proof that you can have both. Anyone 
knows that beauty is a powerful asset 
when it is added to brains. Do your ads 
have both?” 


N. Y. Museum honors Barr 


The Museum of Modern Art has cre- 
ated a permanently endowed lectureship 
named in honor of Alfred H. Barr, Jr., 
Director of Museum Collections. Mr. 
Barr will be recipient as long as he 
wishes and thereafter the lectureship 
will be awarded to other distinguished 
sc)-olars. 

\[r. Barr has been associated with the 
M..seum since its beginning in 1929 and 
sc ed as director from 1929 to 1943. 


TV color camera 
h.. ves station cost 


A en B. Du Mont Laboratories has de- 

\ oped new TV color camera equip- 

1 nt that will enable small stations to 

into color transmission at about half 

previous camera cost. Called Vita- 

a, the unit warms up quickly, requires 

© \y one operator. Vitascan is at pres- 

« t less versatile than other equipment 

that it covers a smaller stage area and 

less maneuverable than conventional 

‘ juipment. It must be used where the 
' sht source can- be controlled. 

Vitascan is technically unique in that 


these hats say Back-To-Work 


your Lee means Business, too 


The Frank M. Lee Compan. Danbury. Conn. 


this hat says Thanksgiving 


your Lee says Thanksgiving, too 


There's something about these November days, a kind of “great- 
to-be-alive” feeling in the air that makes a man feel his best 


and want to leek his best 


The Lee Warren is the hat tor you. You'll like the smart pinch 
front the brim with just the right amount of snap. Feel the 
lush, smooth felt. Only Lee blends imported furs so skillfully 
Best of all, the Warren takes bumps and dents with a smile 
for only a fick of the finger restores the original good looks. 
DuPont « ater-repelient treated, too 


Give yourself real “lift” this Thanksgiving 


treat yourself to a Lee Warren. Nowhere 
Lee else such outstanding value at only $7.50. 
Mitts Other Lee Hats $10.00 to $20.00 


The Freek tee Company, Danbery, Cons. 


Hat's off to FE. A. Korchnoy Ltd. and AD Jack Marshad for a series of ads 

for Frank H. Lee Co. that combine merchandise display with 
visual impact and good taste. Each ad features a different style hat but retains 
same format. Effective in black-and-white and in ¢olor. 


the single light source is a cathode ray 
tube that scans the object to be photo- 
graphed. A four section camera picks up 
the color information from the lighted 
subject. Each unit of the camera picks 
up information for a different primary 
color (two are sensitive to red). Actu- 
ally the light source is intermittently on 
and off as it scans the subject quickly. 
On the receiver the on-off effect is not 
discernible and the: light source is sufh- 
cient for studio work when coupled with 
a set of strobe lights which are on when 
the cathode ray is off. 


Match book design awards 
cover 46 industries 


Emphasis on the expanding role of art 
and production departments of agencies 
and advertisers in the use of advertising 
niatch books will be a feature of the 
match industry’s 1955 awards competi- 


tion to select the outstanding match book 
designs in each of 46 industries. 


Although the match book manufac- 
turers handle the creative art-work for 
most advertisers, because of the special 
problems in working with the small 
space of a match cover, the outside art- 
source working directly for the adver- 
tiser is receiving growing recognition. 


As a result, the entry form for this 
year’s match book contest provides spe- 
cifically for information on the designer 
of the award-winning entries. In addi- 
tion, the rules of the competition call 
for an analysis of entries by the panel 
of judges, on the basis of artwork and 
layout, typography, and copy. Repre- 
sentatives of the National Society of Art 
Directors and the Advertising Typog- 
raphers Association of America will be 
included among the judges. 


Entry forms are available from the 
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Match Industry Information Bureau, 
500 Fifth Avenue, New York 36, N. Y., 
and may be obtained without obliga- 
tion. They will be accepted through the 
September 1 deadline, and may be sub- 
mitted by any source, together with three 
specimens of the match book involved. 

A “Joshua” plaque will ‘be awarded 
in each of 46 classifications of industry, 
along with a number of award certifi- 
cates voted by the judges. 


V.P. Maloney James K. Maloney, art 

director, has been ap- 

pointed vice president of Lennen & New- 

ell, it was announced today by Adolph 
J. Toigo, president of the agency. 

Mr. Maloney joined Lennen & New- 

ell four years ago after nine years as an 
art director at Young & Rubicam. 


Suren 
Ermo- 
yan has joined Lennen & Newell as Vice 
President, AD, and consultant on art. 
Mr. Ermoyan comes to LKN after a brief 
period at Ruthrauff & Ryan. Prior to 
that he had been AD of Good House- 
keeping magazine for four years and 


Ermoyan to Lennen & Newell 


had been with Town & Country, Comp- 
ton agency, Cosmopolitan, and the 
Kudner agency. 


Animated cartoon show 
at Museum of Modern Art 


Only three times in its history has the 
Museum of Modern Art devoted a major 
exhibit to the work of an organization. 
First there was the show of New York 
Times posters. Then the exhibit of the 
graphic advertising of Olivetti Corp. 
And now the animated cartoon as de- 
veloped by UPA, United Productions of 
America. 

Led by Stephen Bosustow, UPA has 
become widely known for witty cartoons 
that poke fun at American folkways. 
Their art approach has been to use gay 
colors and humorous line drawings, 
rather than realism. The exhibit in- 
cludes mutoscopes, zoetropes, phenakis- 
tascopes (if you go to the show you'll 
find out what these are) and includes 
showings in the auditorium of such UPA 
favorites as Rooty Toot Toot, Gerald 
McBoing Boing, Mister Magoo and 
Christopher Crumpet films, as well as 
some educational films and TV com- 
‘mercials. Exhibit continues through 
September 25. 


Kodak film promotes graphic arts 


Designed to increase knowledge and in- 
terest in quality printing and its use in 
advertising, Eastman Kodak has made 
a 16mm color film, “Bradshaw's Bil- 
lions.” 

It is an amusing story of George Brad- 
shaw, inventor, and his rise to fame, 
fortune and foreign cars—once he begins 
to listen to his imaginative printer. 

The serious purpose of the film is re- 
vealed in the step-by-step indoctrination 
of George in the various printing proc- 
esses and their many uses in advertising 
his firm’s products. 

Requests to borrow the film should be 
sent to: Camera Club and School Service, 
Eastman Kodak Co., Rochester 4, N. Y. 


Pacific Coast exhibition 
scheduled for September 


Santa Barbara Museum of Art has an- 
nounced the first Pacific Coast Biennial 
Exhibition of paintings and watercolors. 
More than $2,000 for purchase prizes 
and cash awards have been made avail- 
able. Entries, due August 19, will be 
judged by Rufino Tamayo, Perry T. 
Rathbone and Wright Ludington. 

The exhibition will be open Septem- 
ber 22 through November 6. 

Artists in California, Oregon and 
Washington are eligible for the show. 
Among institutions cooperating with the 


Santa Barbara Museum of Art are the 
Portland, Oakland, Seattle, Los Angele: 
and San Francisco Museums of Art. 


Check design service—free 


The Todd Company, Inc., is offering : 
free design service for individual crea 
tion of company checks of photographi: 
manufacturers, retailers, and commer 
cial photographers. Design department 
in go U. S. and Canadian cities are read 
to provide the service. Interested? Writ 
the company at P.O. Box g10, Rocheste: 


More than half TV time 
now on film 


Motion picture film accounts for 55 to 
60%, of television presentation air time 
and is expected to increase materially in 
the next few years, according to 1. 
Gentry Veal, research associate at Kodak 
Research Laboratories. Improved pic- 
ture quality on TV film, due largely to 
the Vidicon tube with its great pick-up 
sensitivity and signal amplification, 
helped stimulate the trend toward film 
for b/w transmission. 


Tom Noble honored 


Thomas B. Noble, chairman of Adver- 
tising Trades Institute, Inc., sponsors of 
the Advertising Essentials and the Sales 
Aids shows in New York, received a spe- 
cial Henry Hoke award for his work in 
promoting the use of direct mail adver- 
tising as an integral supporting element 
of trade shows and expositions. Mr. Hoke 
is publisher of The Reporter of Direct 
Mail Advertising. 


Maurer’s Summer School 


Sascha Maurer is conducting his sum- 
mer art school at Gaylordsville, Con»., 
once again. Illustrator, water-colorist and 
teacher, Maurer keeps his classes sm:ll 
to give maximum of individual instric- 
tion. Courses run through Septem! «1 
and students may sign up for single | s 
sons, six sessions, or 24 sessions or °F 
private lessons. An exhibition of } r. 
Maurer’s work is on at his red, wih te 
and blue studio barn on South Kent F |., 
just off Route 7. 


Virginia Jones 
joins Jobs Unlimited 


Virginia Jones has been appointed M 1- 
ager of the Art Placement Departm 1t 
of Jobs Unlimited, Advertising Pers 1 
nel Specialists. Miss Jones 
Buyer for the Cecil and Presbrey Ad °F 
tising Agency for nine years prior (c 
joining Jobs Unlimited. 
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More illustration If you analyze the 
1955 Art Directors 


Club shows you will see a continuance 
of the trend to more photography and 
more creative photography in advertis- 
ing and editorial illustration. But the 
very predominance of photography is 
swinging some ADs to use more illus- 
travon. At this moment no trend re- 
versal is suggested. But if you watch cur- 
ren’ ads and editorial pages you will see 
son < illustrations that stand out because 
the + techniques contrast with surround- 
ing photographic copy. You will also see 
sore not too familar names signed to 
ill trations as ADs turn to artists with 
fre. viewpoints and techniques to 
ac! eve effects that photography or pho- 
to: aphy-alone cannot or does not ac- 
co plish. 


ere are just a few ads picked at ran- 
de . from current papers and magazines 
th illustrate this point. 


1) The Times newspaper double- 
sp vad achieves most of its power from 
Astin Briggs’ illustration. The mere 
fe | that it ‘is an illustration hits the 
™ der where he is accustomed to seeing 
a photograph. AD Raymond Todd 
( &R) reports that the bold technique 


How to get close to WASHINGTON 


helped solve the problem of newspape: 
reproduction. 


(2) The Nettleton ad is one of a series 
in which human interest photography is 
blended with a touch of humorous art 
to achieve an unique freshness. The com- 
binatipn also gives a textural quality to 
the b/w ad. Photography and drawing 
by Bert Stern for Hershel Bramson, AD 
at Lawrence C. Gumbinner agency. 


(3) The Cheerios ad for General Mills 
shows how today’s AD and photographer 
adds to mere product photograph the 
elements of product in use and appetite 
appeal. But even here the AD does not 
rely on the photograph to do the whole 
job, and has pulled it down from its 
often research-required top-of-the-ad po- 
sition to the lower left corner. In this 
ad overall design is at least as important 
as the main illustration and the effective- 
ness of the ad lies in the use of design 
and illustration less for their own sake 
than for the sake of impressing the sales 
appeal. AD was William Irwin of 
Dancer-Fitzgerald-Sample. Photography 
by Becker-Horowitz. Drawing of Cheerios 
and package by Harker of Hepworth 
Studio. 


(4) Olin Mathieson Chemical Corp. 


Cheerics 
the “at cereal 
ne) taste like em ever 
yu could eat forever 
kids lve em-so will you I 


used a design approach in recent Busi- 
ness Week ad. One of a series by artist 
George Giusti, AD Dean Coyle (D'Arcy 
Advertising) explains the innovation as 
a change-of-pace from other trade ads 
surrounding it in a magazine. The large 
sun, and key words in the signature are 
in red. 

(5) The New York Daily Mirror, a 
picture tabloid daily, features illustra- 
tion by James William O'Bryan in its 
current promotion. A human interest ap- 
proach was used to depict the Mirror as 
“The Newspaper With A Heart.” Illus- 
trations inside booklet include photos 
silhouetted on background of line art 
in second color. 

(6) The Lukens series ran in Business 
Week and Fortune. Art and semi-humor- 
ous approach achieve change of pace 
from former campaign and with bulk of 
other ads in same books. The series was 
handled by AD Charles K. Fitzpatrick 
of Fuller & Smith & Ross. 

Perhaps we are moving toward an 
eclectic position in which we use that 
combination of illustration, photography 
and design which best fits the sales and 
communication requirements of each 
individual ad, campaign, promotion 
piece or story. 
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Pee, 


Atlanta winner Jerry Radin, AD at 

Liller, Neale & Bat- 
tle agency, Atlanta, designed this prize 
winning piece, one of seven taking top 
honors in the recent Atlanta show. In 
June ADSN it was erroneously credited 


to George Way. 


Society of Illustrators 
award Art Scholarship 


The annual award of Art Scholarship 
grants, this year totaling $900, was made 
June 15, by the Society of Illustrators to 
nine art students. Lester Rondell, chair- 
man of the Society's Scholarship Com- 
mittee, made the presentations to Edith 
Joan Krebs and Grace Frances Uhlig of 
Cooper Union, V. Anthony Chem and 
John W. Riggin of Pratt Institute, 
Jacqueline Bazell and Jerry Allison of 
the Art Students League, Maxine Cle- 
ment of the Community Service Society, 
and to Ronald Barrett and Carole Wong, 
members of the Society’s Saturday Art 
Class for high school seniors. 
Administration of the awards was di- 
rected by Lester Rondell, Albert Dorne, 
Robert Geissmann and Ervine Metzl, all 
members of the Society of Illustrators. 
The Scholarship Fund from which these 
awards were made was originally set up 
by Foote, Cone and Belding Advertising 
Agency to encourage the development 
of talented young artists. Award winners 
will receive $100 each and will be free 


to use the money in any way they see: 


fit in the pursuance of their art training 
and careers. 

In addition to the cash grants, the 
Society will present certificates of merit 
to four members of the Saturday Art 
Class group. 

This scholarship awarding rounds out 
the Society of Illustrators’ educational 
program for the scholastic year. Two 
other major educational projects sup- 
ported and staffed by the Illustrators are 
the Saturday Art Class for chosen se- 
niors from New York City high schools 
and a “Rehabilitation through Art 


Training” program at the New York 
State Training School for Boys, Warwick, 
New York. All projects are scheduled 
for continuation in the Fall. 


SPPA meet to feature Flack 


“Sunshine Gene” Flack, sales counsel and 
director of advertising for the Sunshine 
Biscuit Co., will be principal speaker 
at the 7th \nnual Convention of the 
Screen Process Printing Association, In- 
ternational. The convention will meet 
September 10-14 at the Ambassador Ho- 
tel, Atlantic City. 

“High Tide of Screen Process Knowl- 
edge . . . High Time to Use It” is the 
theme of the meet. Materials and tech- 
niques will be discussed in clinics and 
demonstrated at the products exposition. 
The information will be slanted to all 
members of the graphic arts field who 
are interested in the industry—not ex- 
clusively to screen processors. 


AD Henry Wolf to lead 
Magazine Clinics 


Henry Wolf, art director of Esquire, has 
been named chairman of the 1955-56 
season of Magazine Clinics at the Amer- 
ican Institute of Graphic Arts. Mrs. Lu- 
cille D. Kirk of Parents’ Magazine will 
serve a second term as vice-chairman. 


N. Y. Library closes units 


The Spencer Collection of illustrated 
books and manuscripts from the 12th 
century to today, and the Print Room, 
which houses over 100,000 prints from 
the 15th century on, will be closed dur- 
ing the month of August. Both units, 
at the main 5th Avenue building, will 
reopen September 1. 


250 Fifth Avenue, New York 1, + St. Thomas, Virgin Islands 


Talks their language Ad for Gustave 

of the Virgin 
Islands is addresseg to secretaries via the 
National Secretaries Association Conven- 
tion Bulletin. Form is a steno pad, copy 
in shorthand. AD was Ched Vuckovic 
of The Rockmore Co. 


New Pavelle services 


Pavelle Color is now processing the new 
high-speed. Anscochrome roll and sheet 
film, replacing Ansco Color. The com- 
pany also now offers 3-D color prints for 
stereo use. Print pairs are made from 
slides, are suited to wallet use, framing, 
or 3-D viewing. 


Animated painted 
bulletins 


There’s something new on Los Angeles’ Wilshire Blvd. | is 
the first animated outdoor painted bulletin for a manu ‘ 


turer of sliding glass doors. Stiller-Rouse produced the 50-' ot 
board for Arcadia Metal Products. Designer was Jerome Gould of Gould-Sn th 
Associates. Two phases of the bulletin are shown here. Panel on right end sli ¢s 


to two positions. 


(continued on page : 3) 


| ad ) 
| 
§ + dy } 
| Handmade F cotwear 
| aut 


ONE OF KODAK'S 5 WAYS TO COLOR PHOTOGRAPHY — 


Page Preview 


Preview the page before engraving by having your 
photographer supply the color illustration in Dye 
Transfer print form. A Kodapak Sheeting overlay 
for type completes the advertisement. You and your 
client can thus be sure of the final effect before 
platemaking. 

Not every client can visualize the differences be- 
tween the copy in the form of a color transparency 
and its eventual reproduction on the printed page. A 
Dye Transfér print solves the problem. 

Dye Transfer prints are unbeatable for display 
uses, too, and for salesmen’s samples—for any pur- 
pose where multiple, high-quality color images are 
required in comparatively small quantities. 

The Dye Transfer Process is one more photo- 
graphic way to an easier advertising life. 


KODAK’S 5 WAYS TO COLOR FOR ADVERTISING 


1. Kodak Ektachrome Film: Superb color, brilliant 
or subtle; transparencies for photomechanical re- 
production, now supplied in 35mm size as well as 
in sheets and rolls. 2. Dye Transfer Process: You 
see your photographs on paper—as they will ap- 
pear in print—before reproduction. 3. Flexichrome 
Process: Create photographs in the colors of your 


choice—from black-and-white, or color originals. 
4. Ektacolor Film: The starting point for display color 
transparencies of excellent quality and any size. 
5. Kodachrome Film (35mm): Projection slides of 
exceptional sharpness and color quality. For pres- 
entations, for selling, or for teaching. 

Your photographer knows how to handle them. 


EASTMAN KODAK COMPANY, Rochester 4,.N. Y. 
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There is a convenient, if fantastic, theory 
that Swiss advertising art (particularly 
the poster) is purely concerned with the 
monumental and is totally without a 
sense of humor. This theory overlooks 
a good percentage of the best and most 
effective poster work, such as the efforts 
of Leupin, Brun, Piatti. 

Besides this rather frivolous vein 
which doesn’t seem to fit in with any- 
body’s theory about the Swiss character, 
there is another, deeper and more seri- 
ous, which does. This reaches its apothe- 
osis in the work of Miiller-Brockmann 
and could well be called the supremely 
self-conscious “graphic” approach to ad- 
vertising art. Apart from the poster, how- 
ever, the major part of Swiss advertising 
art—like Swiss architecture—is, with the 


swiss ad art / more direct contact 


exception of the work of the luminaries, 


brilliant in the details although 
tending towards monotony in its 
ning and range. 

In comparison with American 
ards, the advertising agency and t! 
do not exist. This makes for more 
contact between artist and client 
is otherwise possible and this, fro 
point of view of the artist, is a 
thing. (Certainly it is one of th 
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sons why the artistic standards : ° 


high.) Less good, from the point o 


of the client, is the tact that rel: i 


few artists have really come to grit 
the problems of the client who ha: 
all, a product to sell and as a resu 
tail often has the unfortunate ter 
to wag the dog. @ 
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1) . ‘erbert Leupin Poster, in color, for 
cig: 5 called “Rossli”, which, in Swiss- 
Ger 1an means “little horse”. A good ex- 
am ec of the comic treatment of a 
pro uct. 

2) erbert Leupin The now famous 
“M sic Stand” poster for Coca-Cola. The 
bac ground is brilliant yellow, the sign 
ist | and white, and the rest (except for 
the Joke bottle in full color) is black. 

3) ‘ax Schmid Pack for a Geigy rat 
kil. r, illustrative of the “Graphic Ap 
pr ch”. Pack is black, with a gray and 
ye! ow rat. 

4) ‘erre Monnerat A poster accentuat- 
iny the idea of perfect reproduction of 
so’ id over the telephone-radio. 

5) osef Mueller-Brockmann (photo: 
E. \. Heiniger) A poster issued by the 
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by Paul Arthur, Assistant Editor Graphis 


police to encourage “the friendly hand- 
sign” as a means of promoting courtesy 
on the road. Photo-montage is quite 
frequently used in Swiss posters, to great 
effect. This item is in black and red. 
6) Celestino Piatti A most effective and 
colorful poster for the Swiss Association 
of Furriers, with the caption “You will 
look more charming in furs”. 

7) Hans Erni Poster in black and white 
for a Swiss Peace Movement’s campaign 
to outlaw the A bomb. 

8) Hans Falk Poster, in color, for the 
company promoting the use of the tele- 
phone in Switzerland. A good example 
of “free art” applied to the poster. This 
is quite a common trend in Switzerland. 
9) Donald Brun Cover of a folder for a 
Basle baggage insurance company. 
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so Many new 


and upcoming 


talents f pature 


San Francisco’s 


Several surprises turned up at the 7th 
annual exhibition of San Francisco So- 
ciety of Artists and Art Directors. Young 
talent had a field day with the majority 
of the 200 pieces on display by artists 
formerly considered upcomers. 
Furthermore, the prize-winning pieces 
selected by the jury were the freshest 
and most modern in the show. Pleasant- 
est surprise was the show attendance, 
triple that of previous shows, indicating 
greatly increased interest by the general 
public. Award winning pieces are shown 
here. The 1300-plus entries were screened 
by the Los Angeles Club. The prize win- 
ners were selected by a jury composed 
of illustrator Al Parker; AD Jack Rob- 
erts; Link Malmquist, S.F. illustrator; 
Pruett Carter, L.A. illustrator; Dr. D. S. 
Defenbacher, President of the Califor- 
nia College of Arts and Crafts. 
Exhibition chairman was M. H. Silter 
of Boland Associates. Assistant chairman 
was Fred Herschleb of Honig-Coope: 
Co. 
From left to right are Al Parker, Illus 
trator (N. Y.); Max Silten (back turned 
Art Director, Boland Associates, Chai’ 
man of the Exhibit; Jack Roberts, Car 
son-Roberts Inc., (L. A.-Past Presider 
LAAD); Link Malmquist, Illustrator 
Former Art Director, Foote, Cone 
Belding; Pruett Carter, Illustrator (S . 
California); and Dr. D. S. Defenbache , 
President, California College of Arts ar | 
Crafts. 
Picture at top of page: The problem { 
picking the best in each of 24 classific - 
tions of entries in the 7th Exhibition [{ 
Advertising Art is taken very serious ¥ 
by the magazine illustrators and arti: 5 
shown here who have the final say. 
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Delicioas any cl’time! 
The candy with the hale Still only 
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magazine ads, design of complete unit 
1 


artist: Robert Geissmann 
art director: Vern Leibbrandt 
agency: Young & Rubicam 
client: Life Savers 


magazine advertising art, full color 
2 
artist: Bruce Bomberger 


art director: Jim Hastings 
agency: Campbell-Ewald Co. 


th client: Chevrolet Motor Division 
}0- of General Motors 
ng 
ty 3 
sts artist: David Shaw 
art director: Van Allen Haven 
es agency: Foote, Cone & Belding 
st client: Californians, Inc. 
at- 
editorial art, full color 
4 
al artist: Bruce Bomberger 
a art director: Al Allard 
client: True Magazine 
- 
. editorial art, black and white 
§ 
> artist: Harry Diamond 
-. art director: Richard Dawson 
client: Sunset Magazine 
er 
an editorial art, photograph, special a 
er award 
6 . 
= artist: Fred Lyon 
1) art director: Charles Tudor 


client: Life Magazine 
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San Francisco Show, cont’d 


small space ads, design of complete 
unit 


7 ~ 
artists: Lowell Herrero—Bill Hyde 
art director: John Flack 

agency: Brisacher, Wheeler & Staff 
client: San Francisco Milk Indus. 


trade periodicals, advertising art 
8 


artist: Lowell Herrero 
art director: Lowell Herrero 
client: Western Advertising 


newspeoper advertising art, color 
9 


artist: Harry Diamond 
art director: Milton Martin 
agency: Botsford, Constantine 
& Gardner 
client: California Prune Advisory 
Board 


newspaper ads, design of complete 
unit, color (national and regional) 
10 
artist: Dorothy Williams 
art director: Douglas Kennedy 
agency: Foote, Cone & Belding 
client: Table Products Co. 


newspaper ads, design of complete 
unit, black and white (national and 
regional) 
11 
artist: Paul Wing Studio 

art director: Donald Kubly 

agency: N. W. Ayer & Son, Inc. 
client: Hills Bros. Coffee, Inc. 


advertising art, black and white 
12 
artist: Walter G. Hagemann 
art director: Joe Wallace 
client: Roos Brothers 


*Hearst award 
13 
artist: Betty Brader 
art directors: Marget Larsen 
Betty Brader 
client: Joseph Magnin Co. 


*newspaper ads, retail, design of 
complete unit, black and white 
13 
artist: Betty Brader 
art directors: Marget Larsen 
Betty Brader 
client: Joseph Magnin Co. 
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newspaper ads, retail, design of 
complete unit, color 
14 
artist: Rena de Pree 
art director: Marget Larsen 
client: Joseph Magnin Co. 


* posters, 24 sheet and painted boards, 
design of complete unit 
15 
artists: Robert Guidi—Don Hamer 
art director: Frederick Cole 
agency: Foote, Cone & Belding 
clierxt: Southern Pacific Company 


posters, design of complete unit 
16 
artist: Lowell Herrero 
art director: Robert B. Freeman 
agency: Charles R. Stuart Adver- 
tising 
client: Bank of America 


transit cards, design of complete unit 
17 
artists: Jerry Wright 
William J. MacDonald 
art director: Edward J. Burke 
agency: J. Walter Thompson Co. 
client: Safeway Stores, Inc. 


* posters, illustration 
18 
artists: Robert Guidi—Don Hamer 
art director: Frederick Cole 
agency: Foote, Cone & Belding 
client: Southern Pacific Company 


*Foster & Kleiser award 
18 
artists: Robert Guidi—Don Hamer 
art director: Frederick Cole 
agency: Foote, Cone & Belding 
client: Southern Pacific Company 


booklets, folders, design of 

complete unit 
19 
artist: Bruce Butte 
art director: Robert B. Freeman 
agency: Charles R. Stuart Adver- 
tising 

: Bank of America 
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San Francisco Show, cont’d 


direct mail, design of complete unit 
20 


artist: Hisashi Tani 
art director: Hisashi Tani ~ y 
client: Hisashi Tani fs \ 
annual reports, design of complete unit 
21 


artiste: Bruce Butte, M. Halber- 
stadt, Fred Lyon, Dick 
Fleig 
art director: Robert B. Freeman 
agency: Charles R. Stuart Adver- 
tising 
client: Bank of America 


booklets, folders, direct mail, house 
organs, annual reports, illustration 
(full color) 
22 
artist: Frank Rinna 
art director: Robert W. Washbish 


agency: Taylor and Taylor Print- January 1934 
ing Co. Tes 
client: Standard Oil Co. of Calif. andard Oiler 
Mart 


booklets, folders, direct mail, house 
organs, annual reports, illustration 
(2 color) 
23 
artist: Lowell Herrero 
art director: Lowell Herrero 
client: Dick Danner 


booklets, folders, direct mail, house 
organs, annual reports, illustration 


artist: 
art directore: Robert Washbish 
Albert Camille 
agency: McCann-Erickson Inc. 
client: American Trust Co. 


q 
ATI OF | ASTC 
a 
J CE 
4 By Ansel Adams wit text by Nancy Newhall i 
20 
| 
a1 
A 
9 | 
> 
= 
@ jh. 
2 
\ 25 
\ cast Side weet cide... Ground the town 
leit, 


Ar: Director & Studio News / August 1955 


artist: Hisashi Tani 
art director: Hisashi Tani 
client: Hisashi Tani 


package design 
26 
artists: Walter Landor & Assoc. | 


art directors: Francis Mair 


Walter Landor 
client: Arrowhead & Puritas 
Waters, Inc. 


package design 
27 
artist: Arthur Sundberg 


art directors: Arthur Sundberg 


Gene Tepper 
agency: Smith-Tepper-Sundberg 
client: Sterling International 


television commercials 
28 
producer: Storyboard, Inc. 
artist: Stan Walsh (Animator) 


art directors: Robert Bach and 


Norman Tate 
agency: N. W. Ayer & Son, Ine. 
client: Hills Bros. Coffee, Inc. 


29 
artists: Alex Anderson, Sam Hollis 
Dan Bonfigli 


art directors: Alex Anderson, Sam Hollis 


Dan Bonfigli 
agency: Guild, Bascom & Bonfigli 
client: Skippy Peanut Butter: 
Division of Best Foods, 
Ine. 


80 
producer: Storyboard, Ince. 
animator: C. L. Hartman 


art directors: Robert Guidi, John Hubley 


tv director: Fred Parke 
agency: Charles R. Stuart Adver- 
tising 
client: Bank of America 


experimental 
31 
artist: Tom Kamifuji @ 
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EXCLUSIVE REPRESENTATION BY STEPHENS-THOMPSON 


®: CHicaGo 230 East Ohio Street, Chicago 11, Illinois—telephone Whitehall 4-3340 


IN NEW YORK Stephens-Thompson, 120 W. 50th St., New York 19, New York—telephone Circle 5-5471 


* ANGELES 3723 Wilshire Blud., Los Angeles, Calif.—telephone Dunkirk 5-2225 
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Robert McCall, Sat. Eve. Post 
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harles Evers, Cunard Line Fred Freeman, Esquire 


On land and sea and air, from the roar of the racing locomotive to the air-splitting jet zs 
bombers zooming into space, the artists’ pictures shown on these pages depict man-made Be: 
machines in all their power packed glory. 

Automobile antiquarian Peter Helck (his collection is fabulous) packs intense drama 
into his painting of a train hurtling around the bend of a river. oo 

Ken Fagg has handled the about-to-be launched missile in a postery manner. Robert ¥ 
McCall, an Air Corps bombardier in the last war, shows zooming Super Sabres on a death- 
dealing mission. 

Charles Evers, one of our most important painters of ships, employs a delicate manner 
to dramatize a powerful subject, thus adding grace and beauty to its majesty. And Fred 
Freeman’s war experiences have given him the emotional background for his dramatic 
rendering of the U. S. Submarine Squalus catastrophe during World War II. 

All these artists, members of the Society of Illustrators, add technical knowledge of the 


machines they portray to their grasp of the mood to be captured and their artistic skills. @ 
A. Halpert 


tter E -lck, New York Central 
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Born in Boston in 1919 and educated in Boston, Newton 
and Cape Cod Public Schools. After graduating from High 
School served as an apprentice photographer in various 
Boston studios and as a photographer for the Massachusetts 
Art Project. Received a Rockefeller Scholarship to the 
School of Design in Chicago and studied under 


Upcoming photographer Gyorgy Kepes and Moholy-Nagy. 
During the war served as navigator in the 15th Air Force. 
M. HALBERSTADT Returned to this country after the war and opened a 


studio in San Francisco to specialize in advertising 
photography. Accounts include: Dole; Raisin Advisory 
Board; Pineapple Growers Association; Ford; Bank 

of America; Kaiser; Foote, Cone and Belding; J. Magnin. @ 
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on the next 8 pages 
AD/SN presents a group 
of 4 San Francisco case histories 


by Carolyn Hoyt — Copywriter, Joseph Magnin 


: joseph magnin sells style... 
good fashion...new 


fashion... young fashion 


The thinking behind the Joseph Magnin 
organization, a woman’s specialty store, 
is that to do the best job is to do it with 
a definite policy in mind rather than to 
act as a store that is all things to all 
women. The advertising done by the 
Joseph Magnin organization is carried 
out in the spirit of this policy: the very 
heart of the advertising is good fashion, 
new fashion, young fashion. Joseph Mag- 
nin advertising sells a woman style as 
well as merchandise. 

The ad department for the eleven 
Joseph Magnin stores is a closely knit 
unit of eight people. Within this depart- 
ment all advertising and promotion is 
originated and prepared. Working to- 
gether in a large room, each member 
‘speaks up and presents each and every 
idea which comes to mind. There is a 
feeling of almost absolute freedom, as 
far as submitting ideas, and quite often 
as far as executing ideas is concerned. 
Amongst what scems to be complete con- 
fusion and utter disregard for any type TURN TO PAGE 
of routine, an amazing number of ads 
are prepared and ready before deadline 
time every single day! This may be at- 
tributed to a wonderful feeling of co- 
operation and to the fact that everyone 
works so closely together. 

Fashion advertising is perhaps the fast- 
est and the most “here-today-and-gone- 
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Copy — Caroline Hoyt 
Art Director — Marget Larsen 
Artist — Betty Brader 

Ad. Mgr. — Toni Harley 
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tomorrow” type of advertising that there 
is. Because of this, the first fashion ad- 
vertiser IN is often the ONLY one in. 
As a result, the Joseph Magnin adver- 
tising department realizes that elasticity 
and patience are absolutely necessary 
qualities. Often an advertising promo- 
tion is created and then shelved the day 
before publication in lieu of another 
fashion that is newer, more exciting. 


a look, rather than an item 


Interpretation as to how fashions 
should be worn are emphasized. This is 
done to encourage a look rather than an 
item. In this way the woman is able to 
build a wardrobe which is coordinated 
and more cohesive, rather than having a 
conglomeration of unrelated pieces. 
Joseph Magnin helps the woman under- 
stand and want this look by clearly de- 
fining via the artwork in its advertise-’; 
ments correct accessories for particular 
fashion and by showing the occasion at» , 
which the fashion will be worn. If, for’ 
instance, the ad is a sportswear adver- 
tisement, perhaps sunglasses will be 
sketched, or the background will indicate 
whether the clothes are to be worn out 
of doors and under a hot sun. Whatever 
the fashion that is advertised, the art- 
work goes further than the fashion itself 
in showing its mood. @ 


; 
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Problem: A famous brand name—con- 
necied for 20 years with one type of 
pro'uct—introduces a second, different 
procuct, 

Dole Hawaiian Pineapple Company, 
alm ‘st synonymous with the island fruit, 
dec.ied to market “Dole Fruit Cocktail” 
as ‘cll. The main problem was not so 
mu) one of convincing non-users to try 
fru cocktail—it was one of converting 
exi- ‘ng customers of other fruit cock- 
tai: orands to the new Dole label. 


Sc ution: Dole, and its agency, N. W. 
Ay », agreed on two points that had to 
be iade in Dole Fruit Cocktail’s 4-color 
m: azine advertising. The first was the 
la! i itself connecting “Dole” and 
“Tait Cocktail” in the consumer mind. 
Se ond was to establish appetite appeal 
th ough emphasis on quality. 

‘he art treatment was a unanimous 
fi: choice—color photography. The for- 
m.(—always similar, but never restrained 
to a rigid pattern—is simply a case of 
sting the scene (QUALITY!), and 


cherries 
and true-truit favor . juicy 


the spotlight with DOLE'S 
right trom the can with the 
for a repeat performance! Get some soon! 


of be roaty 


placing the star (the product label) 
down-stage. 

The background is always a striking 
composition of the five fresh fruits that 
make up Dole Fruit Cocktail—and a mo- 
tif that says “quality” gaily, or richly, 
or beautifully, or palatably. There is al- 
ways close work between the verbal and 
the visual—and the copy reinforces the 
graphic connection between headline 
and photograph. 

Looking over the Dole Fruit Cocktail 
campaign, the viewer sees something 
unique: a “can ad” that is not obviously 
one. Yet the can itself is never large in 
size. What bangs it out is the contrast 
between the shiny tin, bright label—and 
the carefully chosen props and fruit in 
the background. 

Sales figures show Dole Fruit Cock- 
tail has obtained a very pleasant share 
of the market—and is keeping it. Starch 
“Seen-Associated” figures also seem to 
indicate the public realizes the famous 
pineapple canner is now putting out a 
fine fruit cocktail, too! @ 


art directors: Robert O. Bach 
Robert Miller 
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ime, try the train 


and RELAX. 
Southern Pacific 


1989 


Next time - - try the 
COCL 


oblem: To induce more motorists to 
pave their automobiles at home, and 
ide Southern Pacific trains. 


ackground: The motorist in his private 
utomobile is far and away the railroad’s 
prgest competitor. If a small percentage 
ould be induced to quit driving and go 
by train, the railroad would have a pas- 
enger equipment shortage. 
elution: Back in 1936, Southern Pacific 
lecided to hit the motorist where he 
ould feel it. Along highways which 
paralle! the railroad’s right of way in the 
Nest and Southwest, highway painted 
bulletins were erected with the main 
essage NEXT TIME, TRY THE TRAIN. 
From a few boards erected experi- 
ental'y between San Francisco and 
Bacram. nto, the showing was expanded 
o 72. The subordinate message has 
aried. depending on time of year and 
errain. The treacherous routes carried 
he m. sage “SAFE”; the hot country 
ad b« rds that said “COOL”; the areas 
of wot traffic urged the motorist to 
‘REL. X”, 
Exc’ »t for changes in art treatment 
hich as been the means of keeping the 
board fresh and new-looking, the cam- 
paign has continued on its original 
them: for nearly 20 years. Today it is 
the | .t-known railroad advertising in 
the \ est, and Next Time, Try The 
Trai: has become a household phrase in ‘ 
the t ritory the railroad serves. a 
De, icted on this page are some ex- ms 
ampl of the campaign, from the ear- 
liest, hrough the war years, down to the 
present. @ 
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Next time-try the train. 


1953 
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case history section 


outdoor advertising 


The Safeway produce posters causing so 
much comment in the U.S. and Canada 
are part of the largest outdoor campaign 
ever used by a retail organization. 
Problem: Early last year Safeway rea- 
lized that lack of customer enthusiasm 
for its produce might be reflected in 
other departments. Safeway has always 
bought top-quality produce, selected by 
specialists in the field and shipped with 
special care. But the very fact that 
quality was guarded by as little ‘store 
handling as possible resulted in a lack of 
the eye-appeal housewives associate with 
freshness. Before advertising could be- 
gin, Safeway management inaugufated 
new stocking and display practices for 
more sales-compelling displays—produce 
that looks as good as it is. Once its house 
was in order, the way was clear to pre- 
sent the new “Safeway’s THE place to 
buy produce” story. 

Solution: In a campaign designed not 
only to raise produce sales but to es- 
tablish Safeway leadership in selling 
quality foods, J. Walter Thompson-San 
Francisco recommended posters as the 
major medium. Individual items had to 
be presented at their best—in full color— 
to create the appetite and freshness ap- 
peals so vital in produce. With so large a 
marketing area involved the season- 
ability of various produce items de- 
manded flexibility of advertising. Poster 
designs could be scheduled to meet sea- 
sonal demands. 

These Safeway boards keep up the 
high standard and tradition of Western 
poster design. Much of the freshness and 
visual excitement comes from their utter 
simplicity. AD Ed Burke, of J.W.T., San 
Francisco, wisely reduced the design to 
two elements, produce illustration and 
headline, held together by a grid of light 
blue lines. The eye appealing “more per- 
fect than real” drawings were done by 
Jerry Wright, San Francisco artist, in 
collaboration with Safeway’s produce 
experts. The headlines were lettered by 
Bill MacDonald. @ 


Safeway's (the) place 
| 
cr | to buy a 
APPLES 
GRAPES | 
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product display vs 


Both the Jarman shoe advertisement and 
the Johnsonian shoe advertisement ap- 
peared in the same issue of a weekly 
mgazine. Jarman featured a large illus- 
tr tion of their shoe styles in full color. 
Jc insonian featured “know-how,” in the 
pc’son of two old shoemakers discussing 
hv to make shoes. Which ad attracted 
m ve readers? 


A swer: The Jarman advertisement 
cl arly out-distanced the Johnsonian ad- 
v ‘tisement in attracting readers. The 
» ted score was 59 per cent for Jarman 
a 4 23 per cent for Johnsonian. Even 
‘ ough the full color ad produced much 
© the stopping power for Jarman, the 
‘ arch Reader Impression study of these 
vertisements indicates that there were 
‘ier interesting points. 
Jarman featured appearance — color 
id style—of their summer shoes. The 
‘hnsonian ad emphasized importance 
‘‘ comfort in a shoe but gave little space 
'» illustrating their shoe styles. We find 


from analysis of the reactions of readers 
of the Johnsonian ad that readers agree 
with the Johnsonian viewpoint, i.e., com- 
fort is most important. However, we 
find from the readers’ reactions to the 
Jarman ad that when they find a shoe 
pleasing in appearance to them they 
project the quality, comfort, into that 
shoe. All but one reader who commented 
on the Jarman ad, voluntarily expressed 
a liking for the appearance of the shoes 
in the ad. Most of them thought the 
shoes looked cool and summery. 

Many of the Johnsonian ad readers 
commented on the “proud” shoemakers 
talking about shoes. The comfort theme 


Two old shoemakers discuss the 
most comfortable shoes they've ever made 


how made 


as expressed in the headline led readers 
to comment on long-wearing qualities in 
shoes. Readers also thought comfort was 
as important as style but they did not 
think it was more important. 

In general, readers associated the fea- 
tures brought out in the Jarman ad, such 
as style and color, directly with Jarman 
shoes. Whereas the Johnsonian ad read- 
ers discussed features such as comfort, 
long wearing, and style in general but 
did not associate particularly these fea- 
tures with Johnsonian shoes. 

The readership scores reported by 
Daniel Starch and Staff, Mamaroneck, 
New York, are: 


JARMAN 


Seen- 
Assoc. 


Noted 
Per Cent of Men Readers 
Readers per Dollar 


JOHNSONIAN 


Seen- 
Noted Assoc. 
23% 


60 


| 
| 
| 
Most Most 
54% 29% 3% a 
93 50 47 8 
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ATA at AFA Specimens of outstan:- 

ing typography were e.- 
hibited at the Advertising Typographe:s 
Association of America (Illinois Grou))) 
booth at the AFA convention in Chicago. 


Amsterdam Types in Chicago 


Castcraft Printing Supply is now stock- 
ing Amsterdam Continental types. This 
makes more readily available to Chicago 
designers and graphic artisans the types 
of the many European foundries repre- ( 


WESLEY BOWMAN 
STUDIO - INC. 


sented by Amsterdam Contipental. Cast- 
craft is at 1100 S. Kostner Ave., Chicago 
24. Phone is SAcramento 2-6530. Harry 
and David L. Kreiter are in charge of 
sales. 


Photography 
360 N. Michigan Ave. 


Chi 1, IL. 
icago STA’‘s annual meeting 


John Anderson, AD for Lanston Mono- 
type Co., was guest speaker at the annual 


o session of the STA. He spoke about cur- 

Susan Karstrom Recognizing a trend typography and showed work he 

INSTANT COLOR MATCH heads STA in the graphic design has done. Work done in the STA work- 
BY FORMULA! 


field, the Society of shop was on display. | 
Typographic Arts broke a 28-year prec- 
edent at its annual meeting and elected 
its first woman president. Susan Kar- 
strom is AD of Dekovic-Smith Design 
Organization. Norman Cram (R. R. 
Donnelly & Sons Co.) and Gordon Mar- 
tin (The Type Shop) were elected Vice 
Presidents. Secretary is Gene DeKovic 
(Dekovic-Smith) and Treasurer is Net- 
tie Hart of Raymond Loewy Associates. 
New board members are James M. Wells, 
Carl Regehr, and Hap Smith. Albert 
Kner of Container Corporation of Amer- 
ica was elected a Fellow of the STA. 


IDI honors five for ; 
CFAC names 81 winners The C ‘ 
Get 8 Basic Colors and Over | 
400 Formulas to Match The Industrial Designers’ Institute ated Advertising Club gave first awe ds 
Color-Vu, Color-Aid, Nu-Pastel named a three-man design team and two to 81 pieces of 62 companies in its :n- 


designers as winners of the IDI Design nual ad competition. Media covered by 
Awards. Paul MacAlister, chairman, and awards included consumer magazi’ °s, 
Walter C. Granville, co-chairman of the industrial and business magazines, f: ‘m 
awards committee cited: James G. Bal- publications, newspapers, outdoor : ad 
mer, Carl B. Denny and Fred W. Hertz- transportation, direct mail, point of | 


CODE COLOR matches colored papers and 


pastels accurately in seconds by counting 
drops by formulal Kit contains temperas, 


be ler—a design team on the staff of Harley _ chase, radio, television. Shown abov is 
Earl Inc. of Detroit; Randall D. Faurot Ross Runkle of Runkle-Thompson- .0- 
THE F LA xX CO. of South Bend, Indiana; and Richard _ vats, Inc., and Carlton Mellick of Mic ile 


. WABASH AVE. CHICAGO! Montmeat, IDI member with the Indus- Printing Press Mfg. Co. with CF \C 
Binencial 6-4395 trial Design Staff of General Electric award to Miehle for direct mail ob 
Co., Syracuse. printed by R-T-K. Also shown, © ne 
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CFAC award winning 4-color newspaper 
id prepared by Tatham-Laird for Ar- 
nour & Co. Bernard Anastasia was AD. 


are ‘art’ and 
‘copy’ headed 


for a merger? 


BY ERNEST A. ALLEN, ART DIRECTOR 
NEEDHAM, LOUIS & BRORBY, INC. 


Young people seeking careers in the cre- 
ative corner of advertising need to treat 
the art of communication with less spe- 
cialization. The demand upon creative 
people is fast becoming a wholly new 
thing. 

For the ever-increasing problem of 
keeping an advertiser heard and recog- 
nized amid the tremendous struggle for 
public attention cannot be solved with 
money alone. It will require, in my opin- 
ion, a basic change in the roles played by 
agency art directors. 

Before we look ahead, let’s look back 
on this business of communications of 
which advertising is a part. It is as old 
as society itself. 1 can’t imagine social 
relationships without communication. 

Somewhere along the way, gutteral 
sounds and gestures served as communi- 
cative devices and put man on his way 
to a coordinate society. He learned to 
draw pictures before he learned to write. 
Simple drawings were his first expres- 
sion of recorded thought. Later, he 
learned to put what became common 
giaphic signs and drawings together to 
rm a sequence of thought. The result 
*icture Writing, a continuity of rep- 
-sentative symbols. It was the first sys- 
n of recording ideas for future refer- 

ce and for transmission to others. 
| don’t know whether to call the scribes 
picture writing writers or artists. What 
call writing and art today were then 
e. The clear distinction between artist 
d writer came only after the achieve- 
‘nt of a phonetic alphabet. 
And what is a phonetic alphabet? It 
a system of totally abstract symbols 
presenting the basic sounds in the hu- 
‘an voice put together to symbolize oral 
ords which, in turn, are sound symbols 
iat reflect experience with reality—and 
‘ works. Symbols upon symbols to relate 
cality. Very complicated. No wonder it 
vas a million years in coming about! 
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(continued on following page) 
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(continued from preceding page) 

Writers essentially as we know them 
today took over the burden of recorded 
communication. Artists went back to 
decorating walls. Not caves this time, but 
churches, chapels, and palaces. 

But art did not lose its power to com- 
municate. On the contrary, free to ex- 
periment it developed many forms and 
techniques. It mastered- perspective and 
anatomical correctness. It probed the 
emotions and ran the gamut from real- 
ism to abstraction. It has explored im- 
pressions, dreams, space, and motion. 


And dealt with the lowliest as well as 
the most proper subject. 

When the age of mass production and 
mass consumption demanded advertising 
to make a new kind of economy work, 
art was ready. At least, potentially ready. 
It only remained for advertising to get 
ready for art. And art to adapt to ad- 
vertising. 

Advertising as we know it is a young 
business. Our fathers saw it get started. 
We've watched it through the major 
part of its growth. 

Earlier advertising depended almost 


Just a few of our many new styles... 
So very modern and smart 


yot with a for style 


to meet discriminate eyes 


Adding SIZZLE to Steak 


There is much argument in advertising circles 
as to whether it is better to sell the steak 

itself (your product)—or to deal in the romantic 
lingo that makes the “sizzle.” 


However you do it, the Ryder office is sure 

it can give your copy a valuable extra factor of 
“sizzle” through the beauty of its typography. 
More appeal, more readers. 


Typographers 
Designers 


FREDERIC RYDER COMPANY 
500 North Dearborn Street + Chicago + Michigan 2-3900 


“None but the best” 
ARTISTS’ SUPPLY COMPANY 


209-215 NORTH WABASH AVE., CHICAGO 
RAndolph 6-8881 ANdover 3-8238 


entirely upon writing. Naturally so be 
cause writing said precisely what a mar 
wanted to say, and everyone understooc 
writing at one level or another. Later 
it was discovered that artistic embellish 
ments to writing helped. 

Advertisers allowed fancy borders t 
be put around their want-ad type adver 
tisements. They fancied up the letterin; 
and added an occasional wood cut t 
warm the copy. 

Somehow these feeble uses of ar 
seemed to help the advertising get nc 
ticed. Advertising men added picture 
and pictures helped talk “harder.” Ac 
vertising came to respect art to some ex- 
tent but without understanding it. Th: 
language of art had to be relearned ani 
restated in common terms. 

For the first time in several thousan 
years, art and writing were to become 
one again. They were and are on their 
way toward the production of a kind 
of communication which is neither art 
nor writing. Advertising is fieither one 
or the other—it is both. Today, in spe- 
cial instances it may be more one than 
the other, but essentially it is both. 

It is my own belief that the day when 
copy can succeed alone, without art, is 
gone. The day when art can succeed 
alone, without copy will never come. 

There must be a wedding of art and 
copy. (Again, I’m just writing as an in- 
dividual.) The future of advertising de- 
pends upon a thorough integration of 
the two, upon further study of their com- 
bined psychological effect. We are on the 
right road when we cease to think of 
copy as separate from art in advertising. 
It has been proven dramatically that art 
can take the printed word to the masses. 
We are only beginning to fully under- 
stand their combined force. 

Political illustrations and, later, maga- 
zine story illustrations caught the public 
imagination, got the story read and fe!t. 
The picture strip technique “put across” 
humor and stories in newspapers. 

The success of Life magazine left 10 
doubt. Circulation of newspapers ad 
magazines reached out to all the peop e. 
Art took the printed word to the mas °s 
with greater penetration than had be ‘n 
believed possible. 

Skepticism made the union of pictu °s 
and words slow and tedious wherevei it 
occurred. Even with television's arri: |, 
there were doubters. They couldn’t © 
lieve it could equal radio. 


Cheags of Address. Please send am address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 

irector & Studio News, Circulation 
ofhce, 43 E. 49th St., NYC 17. 


(How television and the pace of toda ’s 
living have made the skeptics cha» 'e 
their viewpoint, slowly, and what e 
alert agency is doing about this probi m 
today will be explained in the final »- 
stallment of this article, next mont .) 


our i 
\ 
We 
wo 
Me 
ho 
Mc 
| WE 9-3806 | 
af ~ 
=e 
a9 and reflect such good taste! Vi 
= i 
SEND LETTERHEAD FOR NEW FLEXO CATALOG W: 
as 
54 


our 


ients avoid 


Well, she’s cool ADs Dick Cummins 

and Lou Di Joseph 
worked up series of ads for Virginia 
Metal Products mobilwalls. Copy tells 
how use of these office partitions cuts 
distractions, ups productivity. Agency 


was Geare-Marston. Photographer, Dan - 


Moerder. 


Victory Cup Richard Cummins (sec- 

ond from right), art di- 
rector at Geare-Marston, accepts the 
Walter T. Armstrong permanent trophy 
as winner of the golf tournament at the 


Philadelphia Art Supply Co. 


Philadelphia's most complete stock of 
wrt and drawing materials. 
* Bourges sheets © Craftint 
* Kemart materials * Zipatone 
* all graphic art supplies 


Send for our 200-page catalog 
on your letterhead 


25 S$. Eighth St. * Philadelphia 6, Penna. 
MArket 7-6655 * Prompt delivery service 


‘OR THE FINAL TOUCH 


“COLOR 


{UNAMAKER STUDIO 


O S. ISTH ST., PHILA. 2, PA. LO 7-1893 


Philadelphia Art Director’s annual out- 
ing at Springfield Country Club. W. 
Frederic Clark (left), art director at Gray 
& Rogers and President of the Club, pre- 
sents smaller cup to Dick. Joining in the 
presentation are (second from left) How- 
ard Kehl, art director at Berman-Stein- 
hardt Studios and (at right) Walter T. 
Armstrong donor of the trophy. 


For nail biters This two-color Smith, 

Kline & French Lab. 
ad uses fingers not only as a stopper but 
to illustrate product in use... Eskaphen 
B*, for nervous nail-biters. AD was 
Warren Blair, of SK&F. Artist was George 
Sulpizio. 


Philadelphia Clips 
AD club outing was attended by 84 mem- 


bers and guests. Few speeches, much food, | 


etc. New members introduced were 
Harry Brodsky, Samuel Elber, Joseph 
McMaster, David Nazionale, Curtis Plow, 
Otis Roberts, Joseph Smudin. . . . Bill 
Greenfield out of the hospital, recuper- 
ating from operation. . . . Chuck Allen 
is chairman of the 1956 AD show. .. . 


Gries joins Richman 


John F. Gries has been appointed a 
member of the Contact Group at Mel 
Richman Studios, Inc., New York and 
Philadelphia. For the past nine years he 
headed the new business department and 
was a member of the Plans Board of the 
Richard A. Foley Advertising Agency, 
Inc. Prior to World War II he headed 
the new business department for the 
W. H. Hoedt Studios, Inc., and previ- 
ously was with Fels and Company, Mer- 
chandising and Sales. cont'd 
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In Philadelphia 
(continued from preceding page) 


Ad with taste Newspaper full-page fea- 

tures taste appeal of 
drinks at the Pub. AD, Fred Goldman,, 
artist, George Sulpizio. 


Restyled letterheads Raymond Bal- 

linger designed 
these letterheads and the trade mark for 
Reinhold Publishing Corp. Each letter- 
head is for a different publication or 
division of the company. @ 


news 
(continued from page 28 ) 


Polish folk-art 
travelling show 


An exhibition of Polish paper cutouts, 
a highly developed folkart in Poland, 
is currently touring the country. Show 
is scheduled for department stores in 

J Philadelphia, Chicago, Pittsburgh, Buf- 
falo, and Washington, D. C. Tour starts 
in August and other cities will be added. 
For further information, write the Polish 
Embassy, 2640 16th St., N.W., Washing- 
ton 9g, D. C. 


PI changes format 


Effective June 17, Printers’ Ink has 
shifted its title from across the top to 
a band on the left edge. Title is in 
reverse white on color band. Ben Day 
band across top is surprinted with data 
on feature stories. Rest of cover con- 
tinues as advertising space. Aim was to 
better display contents and to get more 
modern feel for the book. Type on cover 
and in department heads is now Venus. 
AD is Marilyn Hoffner. ~ 


TDC reelects Saelens 


The Type Directors Club reelected Gus- 
tave L. Saelens as President. Mr. Sae- 
lens is type director and production man- 
ager of Geyer Advertising. Gerard 
J. O'Neill of J. Walter Thompson Co. 
was reelected Vice President. Other 
1955-56 officers are: Recording Secretary, 
Edward M. Gottschall, editor of Art 
Director & Studio News and Rush maga- 
zines; Corresponding Secretary, Louis A. 
Musto, G. M. Basford Co.; Treasurer, 
Abraham A. Versh, American Artists 
Group; Member-at-Large reprepresenta- 
tive to the Executive Board, Travis Cli- 
ett, Wickersham Press. James Secrest of 
Marshall Typographers continues as 
Chairman of the Executive Board. 

Committee chairmen include Aaron 
Burns, Educational; Frank Powers, 
House; Arthur B. Lee, Workshop; Glen 
Foss, Membership; Mahlon Cline, Schol- 
arship; Joseph Weiler, Publicity. 

New members include William Schulze 
of Ruthrauff & Ryan and the following 
sustaining members: Advertising Agen- 
cies Service Co., Composing Room, Elec- 
tographic Corp., Superior Typographers, 
Westcott & Thomson, Inc., and Tudor 
Typographers. 


Bay Area ad show due 


Bay Area Advertising, Sales & Market- 
. ing Show will be held in San Francisco's 
Mark Hopkins on September 27, 28 and 


29. The show consists of sales aic ; 
and demonstrations of advertising tec! - 
niques. 

The Los Angeles Advertising, Sal; 
& Marketing Show will be at the An- 
bassador Hotel September 12-14. 


Kling helps agency staff 
see how films are made 


Seeing is believing . . . and understan: - 
ing, according to Kling Film Produ-- 
tions. To help agency personnel unde:- 
stand the hows and whys of TV film pro- 
duction, Kling invites TV department 
personnel to a real on-the-job training 
program. J. Walter Thompson and 
Campbell-Mithun personnel have al- 
ready joined this program. A full week's 
program including lectures“and actual 
participation in the various phases of 
film production is offered. For further 
data, call Kling in Chicago at SEeley 
8-4181. 


Artists Guild 
updates talent file 


The “Talent File” of the Artists Guild 
of New York is being revised and brought 
up to date. New cards, issued to Guild 
members, call for the following data: 
name, address, office and home phone, 
hours available at each, amount of ex- 
perience, subject or specialty, price range 
or hourly rate, whether artist buys art- 
work, "b/w, color. 

These detailed data cards are kept in 
the AG master file, information from 
which is available to art directors and 
art buyers. The buyer contacts the artist 
directly. 


Paper-bound first editions 


Alfred A. Knopf, book publisher, is t y- 
ing out another version of the Fren-h 
publishing technique. To keep don 
costs of manufacturing books with «1- 
predictable sales, and to offer read 
new authors at low inducement pri: : 
Knopf has brought out “Mine Boy,” 
Peter Abrahams, in a paper bound « li 
tion, with full color cover, at about | 
the price of a new hard bound editi 

If a few thousand sell and write off ty » 
setting and production costs, and ac li 
tional sales are in prospect, the h 
bound edition will be brought out at ' 
full price. 

This plan differs from that folloy :d 
by Ballantine Books. which simulta ‘¢- 
ously published the paper and h rd 
bound editions. @ 
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The most versatile 


most versatile 
Stock Color Files 
| you've ever seen!| 


you've ever seen! 


Animals 
Children 
City Views 
Farming 
Florals 
Girls 
Historical 


Human Interest 


Landscapes 


Paintings 
(Religious and 
Non-Religious) 


Sports 


Clix 
MU. 76112 


19 WEST 44th STREET, NEW YORK, N. Y 


Salary survey 
conducted by Washington D. C. club 


The Art Directors Club of Metropolitan Washington, in a just completed sala y 
survey, has compiled data that not. only paints an economic picture.of the a: 
professional in that area, but suggests the value of similar surveys in other citie . 
This magazine is now in the process of gathering data for a national survey an | 
will publish the results of it in a few months. 

Text of the first section of the Washington survey follows: 


1. A total of 102 completed or partially completed questionnaires were returne 1 
by 52 art directors, 40 artists, 8 photographers, 2 miscellaneous occupations.! 


2. Experience in the art field (99 answered): 


Employed by: ranged averaged 


Y_-33 years 12.9 
3-23 11.3 


44 Government 


24 Art Studio 


9 Advertising Agency 5-27 11.2 
18-25 20.8 
2-30 10.5 


6 Publication 


19 Miscellaneous 


“12.4 


102 TOTAL 


3. Total income before taxes in the following categories (102 answered): 
$10-12,000 $12-15,000 $15,000+ 
3 3 1 


$3-4,000  $4-6,000 $6-8,000 $8-10,000 
13 15 9 6 
4 9 3 


Government 


Art Studio 1 


Advertising Agency 1 5 1 2 

Publication 1 3 2 

Miscellaneous 2 7 6 1 3 
TOTAL 16 27 30 13 7 3 6 


4. Hours worked per week (100 answered): 


ranged 


overtime 
ranged averoged 


averaged 


0-10 hours 


8-50 hours 40.3 
40-60 44.2 0-10 2 
40-45 40.5 0-7% 
0-8 


Government 


Art Studio 


Advertising Agency 


Publication 


Miscellaneous 


TOTAL 


arate categories of employment, « 
containing five or less completed q 


1Art directors were the largest group of ch 
28- 
tionnaires. To avoid misinterpreta on 
all 
en 


respondents by occupation. This fact 
alone indicates that the sample of 102 
does not truly represent the Washington 
“commercial artist” population. No 
doubt, there are more artists than art 
directors in Washington. Although the 
tabulation for art directors is probably 
the most reliable of the four sections 
of this report, we must keep in mind 
that their 52 sets of answers tend to 
weight the total sample of 102. 

“Miscellaneous” is made up of nine sep- 


and to preserve the anonymity of 
respondents, the following have |’ 
grouped together under “Miscellanec 8”, 
department store, free-lance, trade 18- 
sociation, T.V. station, private indus ry, 
board of education, technical illus ra- 
tion, photographic illustration st dio 
and unclassified. 


(continued on page 60) 
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\OTO-PREVIEW 1955 GERMANY. Edition of 

P oto-Technik Und-Wirtschaft. 

‘J his issue of the German photographic 
azine offers to the photographer a 
ll-organized collection of information 

German cameras, lenses, laboratory 
uipment and accessories. Copies and 
:)scription information may be ob- 
ned from the publisher—Verlag Fur 

R: dio-Foto-Kinotechnik GMBH, Berlin- 

Borsigwalde, Germany. 


AMERICAN HERITAGE, April 1955. American 
Heritage, 551 Fifth Ave., NYC. $2.95. 

The April issue of American Heritage, 
published six times a year, contains the 
story of The Peales, “the ingenious Cap- 
tain Peale (who) sired a dynasty of paint- 
ers and started America’s first great mu- 


seum.” It shows the genealogy of the. 


Peales, illustrated by themselves. Captain 
Charles Wilson Peale taught all the large 
family to paint. He himself was most 
known for his paintings of George Wash- 
ington and for establishing the first art 
gallery and first museum of natural his- 
tory in America. He also formed the first 
society of artists and led the first Ameri- 
can scientific expedition. Many of his 
paintings and those of his family are 
shown in color. 


AMERICAN ART DIRECTORY 1955. R. H. Bowker 
Co., 62 W. 45 St., NYC. $17.50. 
Directory contains the listing of mu- 
seums, art organizations, universities and 
colleges having art departments, art 
schools and classes, in the United States 
and Canada. There are sections listing 
art magazines, newspapers carrying art 
notes and the name of their critic, mu- 
seum publications, traveling exhibi- 
tions with booking agencies and their 
sources. 

hree new sections have been added: 
ch: iren’s and junior museums, directors 
an supervisors of art education in pub- 
lic .chools, scholarships and fellowships 
a\ lable in the field of art. 

here are 1,662 museums, organiza- 
tis and schools in all. 


ET SINGS BY MATISSE. Simon & Schuster. $1.50. 
2. prints reproduced in their original 
s, all from the collection of the Abby 
rich Rockefeller Print Room of the 
sseum of Modern Art—except for the 
ntispiece. -It includes early etchings 
M 1930, portraits done in 1914 and 
dies of nudes and odalisques done in 
2g. Matisse worked directly on the 
ates. 
William §. Lieberman, Curator of 
! ints, Museum of Modern Art, has writ- 
a the introduction. 
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TELEVISION PROGRAM PRODUCTION. Carroll 
O'Meara. Ronald Press. $5.00. 
Of primary interest to the ad manager 
and art director is the section on writing 
and producing television commercials. 
In it the author discusses selling meth- 
ods, rules for writing copy, casting, pro- 
ducing live commercials, film commer- 
cials, time standards and policies on 
products and the advertising approach. 
The chapters on Titles and Title De- 
vices and Motion-picture Film and Slides 
will also interest the advertising man. 
The author is television consultant 
and advertising agency representative. 
He has written a comprehensive manual 
of television production, including a 
chapter on,color TV. 


JACQUES CALLOT. Edwin DeT. Bechtel. George 
Braziller. $10. 

A comprehensive collection of 247 draw-. 
ings and engravings by “the Father of 
French engraving,” which depicts the 
fetes and festivities of the 17th century. 
Prime source of design material on the 
Baroque period. Designed by Herbert 
Bittner. 


WATER COLOR, GOUACHE & CASIEN PAINT- 
ING. Adolph Dehn. Studio-Crowell. $5.95. 
A handbook of techniques. 


PEN AND INK DRAWING. Frank Hoar. Studio- 
Crowell. $5.00. 

The student, primarily, will benefit from 
this instruction in the technique of pen 
and ink drawing. However, the illustra- 
tions of the work of such masters as Pous- 
sin, Bellini, Raphael, Michelangelo, 
Botticelli, Durer, Goya, and such con- 
temporaries as Lester Beall, Hubert 
Davis, Rockwell Kent, Henry Moore, 
Boris Artzybasheff will be of interest to 
the professional artist as well. 

Mr. Hoar, the well-known ‘Acanthus’ 
of Punch, has written the book in such 
a way that the student learns what ma- 
terials to use, what techniques are valu- 
able in achieving various effects and how 
to draw for commercial reproduction. 
The several dozen illustrations of draw- 
ings by the masters are accompanied by 
comments on each artist’s style. 


PAPER SCULPTURE. Arthur Sadler. Pitman. $4.50. 
Commercial applications of paper sculp- 
ture are presented with a demonstration 
of how to practice thé craft. Besides be- 
ing an interesting hobby, these paper 
constructions may be used as window 
displays, in exhibitions, posters, decora- 
tions, for photography, etc. 

Some 170 photographs and diagrams 
are used to demonstrate the basic princi- 
ples and applications of the craft. 
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Kurt H. Volk, Inc. 


TYPOGRAPHERS 


228 East 45th Street 
New York 17,N.Y. 


salary survey 


(continued from page 58) 
5. Regarding pay: 


overtime free-lance Salary Need Experience Othe 
Yes No Yes No toolow more$ 


Government 19 9 27 16 7 21 
19 1 


Art Studio 1 9 


Advertising Agency 2 6 


5 
7 
Publication 2 3 a 
9 


Miscellaneous 


TOTAL 


6. About free-lance: 


hours per week % of income from free lance Salary adequate? 
(44 answered) (39 answered) (96 answered) 
ranged averaged ranged averaged Yes No 
Government 1¥%-15 hours 63 2-30% 7 34 
Art Studio 5-10 6.7 §-25 10 4, 8 
Advertising Agency 1-20 8.8 2-30 12.8 4 5 
Publication 5-25 12.6 6-40 26.3 3 2 
Miscellaneous 1-50 14.2 3-100 28 10 9 
TOTAL 1-50 8.2 2-100 14.7 3 * 58 


Other sections of the survey revealed that art directors employed by art studios 
and publications are the highest paid, their median income falling in the $8,o00- 
$10,000 range. Median income for all ADs was in the upper end of the $6,000-$8,000 
range. The studio and publication ADs also worked longer hours than other ADs. 

It was also shown that ADs average almost twice as many years experience in the 
field as artists. Artists median income fell in the $4,000-$6,000 range. Generally, 
artists are paid for overtime, while ADs are not. A larger proportion of artists free- 
lance than do art directors. @ 


design conference 


(continued from page 18) 


“Commercialism is quick to make we have added is a desire for change, 
fashions out of philosophies. . . .” for fashion’s sake . . . there are row 

“As far as I am concerned, I could innumerable faces, almost all of them 
do without advertising, as.we know it equally inconsequential.” 
today, entirely. I would replace this “We can certainly state: 
the “That our alphabet is a clumsy »0l 
that is required 1S compared to the precision instrum ats 
an honest, straight-forward message . . . 

which man has developed in other fi ds. 

the ethical supposition for advertising That it d : : 
, at it does most insufficiently ex; ¢ss 
is a good product. . . . If the product the sound of the spoken word val 
is not good, there is no moral leg to. 
stand on in defense of any advertising design adapted 
for it.” as it still its 

“It is an almost incredible fact that handwritten origin. . . . Entirely ¢w 
since the invention of printing... we ‘¢chniques of printing and reproduc ‘on 
have not basically improved this major t¢ in the making. They will parac 1x 
medium of civilization . .. the last im- ally have to serve an archaic mec um 
provement, the development of the of communication, if we do not ac ust 
lower case alphabet, took place in the our alphabet. 
carly and dark middle ages. . . . All that (continued on page 73) 
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artists materials 
drawing equipment 
artists furniture 
picture frames 


silk screen supplies 


Thirty years of extensive experi- 
ence, PLUS a fresh, individual FLAX’S 
approach to your art problems. 255 Kearny St., San Francisco, Yu 2-4824 


CHARLES W: NORTH) 


TRANSPARENCY RETOUCHING 
COLOR CORRECTION 
DUPLICATION 

ASSEMBLY 


Tulio G. Martin Studio 
58 West 57th St. 
New York 19, N. Y. 


Telephone: Clrcle 5-6489-90 
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BLUEPRINT... 


FOR BIGGER AND 


BETTER SERVICE 


*SPACE ADDED 


WILLIAM 
SANFORD 


@ POINT OF PURCHASE 
@ DISPLAYS «+ EXHIBITS - 
@ COMMERCIAL INTERIORS 


65 7 HARRISON ST. « SAN FRANCISCO 
EX. BROOK 2-5255 


bel 


THE LINE 
MOST IN DEMAND 
BY PROFESSIONALS 
AND AMATEURS 


Famous 
for bigh quality 
since 1868 


illustration boards 
drawing bristols 
mounting boards 
show card boards 
mat boards 


At all art suppliers 
in most popular sizes. 


CHARLES T. BAINBRIDGE'S SONS 
12-26 Cumberland Street * Brooklyn 5, N. Y. 


USED THE 


WINSOR & NEWTON 


ARTISTS’ COLORS 
BRUSHES 
& MATERIALS 


> 902 Broadway, New York 10, N. Y. 


Canadian Agents: THE HUGHES OWENS CO., LTD. « Head Office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY COMPANY « SAN FRANCISCO 


racte’ knives. 


#2 X-ACTO KNIFE—60¢ 


#5 X-ACTO KNIFE—$1.20 


#3 X-ACTO PEN-KNIFE—$1.00 


In every artist's equipment belongs an X-acto sife. 
In addition to its constant usefulness for cutting, ‘im- 
ming and making mats, the X-acto knife is an iv por- 
tant drawing tool. It was designed for and cc be 
used in many media—scratchboard, friskets, woc culs 
and many more art projects. 

The many different blade shapes make the © acto 
highly versatile..,and blades can be quitkly chx ged 
to keep X-acto knives always factory-sharp—c ‘ay’ 
ready. 


Send 25¢ for fully illustrated, 28-page X-acto Clog 


48-97 Van Dam Street, Long Island City 1, N. Y. 
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trade talk 


DIRECTION BALTIMORE: Allen 


Shupin to assistant 

Al S. A. Levyne Co. . . . CHICAGO: Darrill 
Co nelly. formerly with Columbia Records, 
no’’ AD and coordinator of creative activi- 
tier Allen Advertising ... CLEVELAND: Don- 
alé Riethmiller, formerly with Ketchum, Mc- 
Lecd & Grove, now AD at Lang, Fisher & 
Sta. hower, Inc. . .. COLUMBUS: Si Friedman, 
pre iously a free-lancer, and Richard M. 
Baker, formerly AD at Meldrum & Fewsmith, 
are now art directors at Mumm, Mullay & 
Nichols . . . DETROIT: Ross Sharpless, junior 
AD at J. W. T., transferred to Frankfort-am- 
Main, Germany, as automotive AD. He will 
be in the Paris and Antwerp offices of J. W. T. 
for the next few months . . . FORT WORTH: 
Pat Austin, formerly ad manager, The Fair 
now AD, Read-Petty Adv... 
Joseph H. Forrester, formerly AD, The Mayers 
Co., appointed AD, Charles Bowes Adv. ... 
Stan Severance from Harris & Frank, clothiers, 
to AD and PM, Lynn-Western Inc. . . . Frank 
R. Flis from Kudner Agency, New York, to 
Erwin, Wasey & Co. in L. A. as art director 
. Harry McQuistion from Lynn-Western 
Inc. to Banning & Co. as AD . . . NEWARK: 
Stanley Park Jr. upped to AD, United Adver- 
tising Agency ... John V. Matthews, art 
digector, to v.p. of Franklin Fader Co.... 
NEW YORK: Ted Matyas, formerly assistant 
AD of Bureau of Advertising, ANPA, pro- 
moted to AD in the promotion dept. succeed- 
ing Robert Staples who resigned... 
Richard Gaul and Jack Roland appointed 
ADs at Brooke, Smith, French & Dorrance... 
James B. Lowe. AD, elected v.p. of Shivell- 
Hall Co... . added as ADs at Foote, Cone 
& Eelding—Ken Curry. formerly with Comp- 
ton; William Free, formerly with J.W.T.; and 
William Kummann, previously with Y & R 
Mervin & Jesse Levine Inc. named Hal 
Kurnit v.p. and creative director and Robert 
Otter associate AD .. . Warren Stokes ap- 
po'ted-art editor of Woman’s Home Com- 
por.on... Anthony Randazzo named AD in 
ch: :ge of national promotions at Milton Sam- 
ue Adv. ... John P. Jasser to art director 
at rwin, Wasey & Co... . William Taubin 
nc’ ed art director at Doyle Dane Bernbach 
Carl S. Leeds Co. added Harvey Knecht 

a: art director; Miss Lenore Fernandez is 
nc» assistant art director . . . PHILADEL- 
P! A: James D. Bishop, art director at Lewis 
& ilman, and creative director Frank Helton 
el ‘ted directors of the agency ... SAN 
D. GO: Weaver Advertising Agency has re- 
or mized as Morton, Martin, Weaver & Assoc. 
w i Douglas Weaver directing the art and 
pr duction department .. . SAN FRANGISCO: 
E!. more D. Lake, chief AD of Western Waxed 
Pc>er Division, Crown Zellerbach Corp. at 
Sc Leandro, has retired. Lake is noted for 
h.. pioneering of full-color product illustra- 
ti ns for frozen food overwraps produced by 
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. LOS ANGELES: 


letterpress and for developing a -patented 
simplified photoengraving method . . . SEAT- 
TLE: Douglas Murray, AD of Botsford, Con- 
stantine & Gardner, has been elected v.p. 

. STAMFORD: Robert E. Lee, formerly with 
Cunningham & Walsh, now v.p. and creative 
director at Moore & Co.; Albert Soroka, 
formerly with Time Inc., is now art director 
of the agency . . . TORONTO: C. D. Train 
from Consolidated Press to Cockfield Brown 
as AD. 


ART & DESIGN CHICAGO: Lee Gold- 


strom, layout and let- 
tering man, and Roy Hansen. illustrator, to 
Kling Studios art staff .. . Robert Lack and 
William Latshaw to the art department of 
Waldie & Briggs Inc. .. . Thomas G. Yamada, 
formerly assistant to the president, J. J. Gor- 
don Co., is now director of sales promotion, 
W. T. Sorensen & Associates, industrial art 
and production . . . Milton Trnka Studios has 
opened at 29 North Broadway, Aurora, Ill. 
Mr. Trnka had been illustrator and AD at 
the Aircraft Division of Ford Motor Co., 
Chicago . . . Carl F. Grether. formerly of 
his own studio, to v.p. at Flair Studios ... 
CLEVELAND: Everett Henry. illustrator and 
cartographer, has created a colorful picture- 
map of Sherwood Forest and the adventures 
of Robin Hood and his Merry Men. Harris- 
Seybold has used the art for its new cal- 
endar (4510 E. 71 St., Cleveland) . . . DETROIT: 
McNamara Brothers added Harry Wysocki, 
designer; Ray App. illustrator; Carl Form- 
berg and Wayne Juntanen, mechanical il- 
lustrators . . . LOS ANGELES: Cal-Art & 
Assoc. has received recognition for the se- 
ries of ads for Martin Bros. Box Co. from 
the National Federation of Advertising Agen- 
cies convention. The company won the Award 
of Merit for its “unusual effectiveness “ bold 
art combined with a brief message” 
MIAMI: M. H. Rudolph Studio, formerly at 
118 E. 28 St., New. York, has opened in 
Miami at the Professional Bldg., 216 N.E. 2nd 
Ave. He has issued a booklet on Motoring 
New York to Miami Beach, Wintertime which 
gives some good tips for a good trip . 
NEW YORK: Designers 3 have re-engineered 
their studio and office space. According to 
Mel Harris—“We applied advertising design 
principles to office layout and achieved at 
once a more attractive and functional setup” 
. Frank Gianninoto & Associates from 250 
Park Ave. to 133 E. 54 St., New York 22 
. . Henry Kurt Stoessel has moved his stu- 
dios to larger quarters at 21 W. 45 St. Spe- 
cializing in saies promotion and p.o.p. adv., 
the new studio has been customed designed 
for each staff member . . . Dan DePol, after 
a 2-year stint in the service, is now back with 
Flexo-Lettering as studio manager... . Ken 
Grogan and Tom Jay have joined the sales 
department of Boyan & Weatherly .. . Fred 
Hoertz has joined Dick Chenault’s group of 
illustrators; he is a marine painter from 
Atlanta and will be repped by Chenault 
from now on... Korby Studios, from 15 W. 


NEW!!! SIMPLIFIED!!! 
CONVENIENT 


especially designed for 


A handy roll of 100 panels for 
your story board sequence. Panels 


are printed with areas for video, 
audio, action and scene number. Each 


sheet is perforated (4 x 9-1/2”) in 


t di box. Zip off 


1, 5, or 50 sheets at a time. Story 


sequence is easily rearranged or re- Ee 
vised. The highest quality translucent 


type paper in the “Reel Storyboard" 
is receptive to almost any medium. 


FOLD-O-FOLIO 


The Companion of the “Reel 
Storyboard”, holds as many as nec- 


essary for story, accordioned, folds 
neatly for filing or mailing. Title 
block on front of leatherette cover 
for client presentation. 


TELE-VISIBLE 


front cover with holes at corners. 
Simply place the point of your pencil 
in the holes at the corners of each 
of the areas. This will define each 
area accurately, (Full Field, Scanning 
Area and Safe Area). 

Sold at leading art supply stores 
write for descriptive brochures. 


FIELD PAD 


The Tele-Visible field 
pad has T.V. screen 
proportions printed on 


‘bienfang 


paper company, inc. 


METUCHEN, NEW JERSEY 
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The Men from the Boys 


You can run down the list of studios in the 
classified phone directory and almost all of 
them Have at least some good talent to offer 
—a good layout or lettering man, an illustra- 
tor or retoucher or a good mechanical man. 

It’s when the heat is on in your own 
agency that you have to know how to sep- 
arate the men from the boys. And then you 
find that there aren’t many studios that can 
give consistently reliable service: absolute 
promptness, dependability and intelligent in- 
terpretation plus talent. 


Call Tosca for fine, fast service 


TOSCA STUDIOS 


Art and Photogaphy 
MUrray Hill 7-2#172 


PRODUCTION MANAGERS 


IF A DISPLAY is being contemplated by any of your clients for 
use in a West Coast Industrial Show or Convention—consult our 
EXPOSITION DIVISION. 


MORE and more National Concerns are placing their Displays 
with a West Coast Company to design as well as to build, there- 
by saving EXPRESS COSTS. 


We have one of the largest EXPOSITION OPERATIONS in the 
United States. 


FLOOR MANAGEMENT ¢ DESIGNING « BOOTH RENTALS 
DRAPERIES FURNITURE RUGS DISPLAY STORAGE 


Our INSTALLATION SERVICE covers all types of exhibits, large 
and small. 
YOURS FOR SERVICE 


J. L. STUART MFG. Co. 
37 Front Street - San Francisco 


1F YOU CALL MURRAY HILL 5.7976, TED LEwis (SO HELP 
THAT'S HER WAME) WILL ARRIVE PROMPTLY BY 
MESSERSCHMITT WITH ANNUAL REPORTS, BLOTTERS, BOOK 
DESIGN, BOOK JACKETS, BOOKLETS, BROADSIDES, BRO- 
CHURES, 
STRIPS, 
DESIGN 


RECORD ALBUMS, 3 DIMENSIONAL SLIDES, SPOTS, SMALL 
SPACE ADS, 'ARGE SPACE ADS, AND ADS INFINITUM. 

JACK WOLFGANG BECK, CONSULTANT DESIGNER TO 
GIANT INDUSTRY, AND STAFF WORK FOR YOU AT 302 
EAST 45TH STREET, NEW YORK 17, N.Y. 


FOLDERS, MAILERS, LETTER HEADS, PACKAGE 
PHOTOGRAMS, POSTERS, PROMOTION DESIGN, 


FOR BRILLIANT. INTENSE TONES 
PH. MARTIN'S” 4 
RADIANT CONCENTRATED COLORS 


COLLAGES, DIRECT MAIL DRAWINGS, FILM 


57 St. to 44 W. 56 St., CO 5-0982 ....H. 1, 
Herbert art materials store at 10-63 Jack: , 
Ave. has a free parking lot for his custom : 

. . . Herbert C. Rosenthal, director of Grap 
Institute, conducted a course for Natio: 
Project in Agricultural Communications, | :r- 
amie, Wyoming and a Workshop course sp 
sored by Education Communications Serv ; 
in Lake Forest, Ill. . . . James Flora mov 
to 110 E. 36 St., LE 20495... BE. Mé& A. 
Friedrichs Co. has added three distribut: - 
for Fredrix canvas: Delta Brush Co., N: 
York; J. K. Gill, Portland and Seattle; Sch 2. 
bacher-Frey, San Francisco and Los Ange >» 
. .. Neel Bate Inc. came into being this mo: ; 
as an incorporated display studio, 21 E 
St., OR 4-7250. Neel Bate. formerly of Bon: vi 
Teller, is in charge of art and design. Ern. 
L. Henry manages the business factors. The 
group specializes in p.o.p. displays .. . Freak 
Bowling, formerly art department manag : at 
Jobs Unlimited, has opened an employment 
agency at 18 E. 41 St., specializing in artists 
for advertising and fublishing . . . Larraine 
Fox of Charles E. Cooper had a one-man 
show at J. Walter Thompson . . . Jeanne 
Hardman tc the art bureau of N. W. Ayer 
as a layout artist; Richard Naugler, as a 
sketch artist . . . Ivel Corp., builders of ex- 
hibits and displays, elected Ralph A. Meyer 
v.p. . . . OAKLAND: Kaiser Graphic Arts 
added two designers, Daniel Longueuiei and 
Norman Kanter. Kanter is to go to Europe in 
Sept. to study graphic arts on a Fullbricht 
Scholarship . . . PHILADELPHIA: Mel Rich- 
man, 14 S. 21 St., held open house at the 
photographic division earlier this summer... 
ST. LOUIS: Cassell-Watkins-Paul has named 
Trent Eberts plans board director and Ed 
Harmon studio manager . . . TOPEKA: Bar- 
bara Hamilton has joined the staff of ‘House- 
hold” as art assistant; she replaces Anita 
Bornschlegel who is now with the Valent ne- 
Radford Adv. Agency, Kansas City .. . 
TORONTO: Paintings by Tom Hodgson nd 
Al Collier, artists of Art Associates Ltd., have 
been purchased by National Gallery at 
Ottawa... 


AGENCIES Chester Gore Adv. mo ed 
to 244 Madison Ave., ! 
. . . Fuller & Smith & Ross elected 8 v. »s: 
in New York—Julian Archer, Harold B: 
and Ted Gutelius; in Cleveland—Jules 
Beuret Jr.. William G. Chalkley, Sanfor 
Ketchum and John S. Manuel; in Chica 
Harold O. Hayes . . . Marvin Scherres 
from 20 E. 35 St. to 315 Fifth Ave., NYC .. 
Roche, Eckhoff & Lee, L. A., to 8721 Bey : 
Blvd. . . . Hicks & Griest Inc. moved to > 
Fifth Ave., NYC ... Morton B. Lawr 
Assoc. now at 295 Madison Ave... . 
L. Smith to 420 Madison . . . Doyle, Kit: : 
& McCormick to 380 Madison, NYC... 
Dallas office of Ruthrauff & Ryan to 
Main St. . . . Roger Brown moved to 342 
Madison Ave. and added Elizabeth Bc ‘le. 
Robin Lanier, Abby Wershof, Arthur Hick .an 
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aew plastic spray 
‘hat’s “WORKABLE” 


Thr ow away your gasmask, Mr. Artist— 
Ne more smelly plastic sprays, head- 
aches, dizziness, or complaining wives . .. SWITCH TODAY 
to \crolite’s delightfully New “Peppermint” Plastic Spray— 
for Graphic Arts Protection. 

it's Yummy Yum Yum. The clean delicate scent of Pepper- 
mint will be welcomed by everyone in your art studio and 
just imagine—you can work over it too! Clearest of all 
Protective coatings, guaranteed clog-proof, dries instantly, 
and is truly Re- Workable after fixing layouts, comps., etc. 


ACROLITE "500" MATTE FIXATIVE 
. for Pastel, Charcoal and Pencil drawings 


@ Work over it—all mediums, real matte finish, dries fast. 
@ Won't curl paper or alter tones. 


$.98-6 oz. and $1.79-12 oz. 


FIRST RETOUCH SPRAY?... NO! 
BUT “OH” WHAT A DIFFERENCE! 
Singapore #1 Quality Damar Varnish . . . World's finest 

retouch spray in a bomb. 


$.98-6 oz. size only 


ALSO FINAL DAMAR VARNISH SPRAY, “100” CLEAR ACRYLIC, MATTE/GLOSSY BLACK 
OR WHITE, RICH GOLD, ALUMINUM. AT MODERN SUPPLY STORES, EVERYWHERE 


ACROLITE, INC. 108 Ashland Ave., West Orange, N.J. 
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EDSTAN STUDIO HAS MOVED TO 75 W. 45T# ST. 


by 


ol | 


(CI-5-6781) 


Arita L’'ESPERANCE 


SIVERTSON & 


AN 


85 461 Bush Street San Francisco 
tin Typographers 


Now available... 
San Francisco 
Artists Club 
Directory. Listing 
names, addresses 
and specialties 

of our entire 
membership. 

Ask for it by 
writing to the 
Artists Club of 
San Francisco, 
252 Clay Street, 
San Francisco 11, 
California. 
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we* speak 


a graphic 
language 
to our 
clients 


* Maurer Studios, PLaza 7-5166 


and Betty Jane Schureman .. . Melvin M +. 
gulies and Myron Dubro have formed B a- 
Mar Agency Inc. at 310 E. 22 St.. NYC. . 
Boston’s Carl G. Vienot Inc. from 134 Si. a. 
mer St. to 470 Stuart St... . Baker Ad-., 
Hartford, now at 36 Lewis St. . . . Merritt 4. 
Barnum opened an advertising and sa 2s 
promotion agency at 6 N. Michigan A\ >, 
Chicago; Mr. Barnum was formerly ad m n- 
ager at Marshall Field and with Beaum ni 
& Hohman ... L. C. Fitzgerald to 228 W.: 
bosset St., Providence .. . Burns Adv. Agen y 
Ltd.. Montreal, from 1500 St. Catherine ‘.., 
W. to 1247 Guy St. .. . Geer, DuBois & (0, 
from 101 Park Ave. to 40 E. 49 St. NYC... 
Malap Advertising Agency. Kansas Cy, 
changed its name to Richard Lane & ('o, 
and moved to 307 W. 14 St... . Dickerman 
Adv. moved to 4 W. 40 St... Beaumont & 
Hohman moved to 1741 Ivar Ave, Hollywood 
.. . Brudno & Bailey now at 121 Prospect 5t., 
Westfield, N. J.; was in Newark . . . Asso- 
ciated Advertising Agency, Minneapolis, has 
affiliated with Jackson, Haerr, Peterson & Hall, 
Peoria .. . Harry Serwer moved to 420 Madi- 
son Ave., NYC .. . Bennett & Northrop to 
711 Boylston St., Boston . . . Willsted 
Shacter, NYC, moved to 40 E. 49 St.... 
Gresh & Kramer, Phila., moved to larger 
quarters at 331 S. 16 St... . Bradley Lane 
Adv. now at 1061 Elati St., Denver... 
Ralph D. Allum, v.p. of Roy S. Durstine Inc. 
resigned to open his own agency in New 
York . . . Howard Wisla formed Aerial & 
Transportation Spectaculars at 1 Continental 
Ave., Forest Hills, N. Y., offering sky adver- 
tising, sea and transit advertising and other 
specialties . . . E. W. Reynolds from 985 Sher- 
brooke W. to 1440 S. Catherine St., W.... 
Duane Jones Co. now at 122 E. 42 St., NYC 
. . . House of J. Hayden Twiss moved to 500 
Fifth Ave., NYC ... Netedu Advertising {rom 
818 Port St. to 816 Ship St., St. Joseph, Mich. 
. . .Ernest William Greenfield now at 2203 
Spruce St., Phila. . . . Lavenson Bureau of 
Adv. to 1212 Chestnut St., Phila. . . . Emery 
Advertising Corp. from 2 North Ave. to 201 
St. Paul St., Baltimore . . . Beachner /dv. 
now at 57 South Ave., Rochester . . . ‘ohn 
Gerber & Co, Trenton, changed its nam» to 
R. W. Westervelt & Co. . . . Slayton-Rc -ine 
has been established at 515 Madison, Tc edo 
. . . Steimle & Coyne opened at Palo ito, 
Calif... . Ewell & Thurber Assoc. revert: i to 
its old name U. S. Advertising Corp. ind 
appointed new officers . . . Delehan’ & 
Frankel has been formed at 505 Fifth — ve., 
NYC ... Hiram Ashe Advertising and | win 
B. Engelmore Adv. merged into Ashe & E gle- 
more Adv. with expanded quarters at ieif 
present address, 244 Madison. . 


ADVERTISING Morris Silverman hos 
PROMOTION _ been named adv ‘tis 


ing sales prom tion 
manager, Barry. Controls, Watertown, ! ss. 
. . . Gar Wood Industries, Wayne, Mich. san, 
appointed Milton G. Peck V.P. and dir ctor 
of sales and advertising ... Muriel McCu um. 
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4M of Bulova Watch Co., Toronto, elected 
resident of Women's Advertising Club of 
oronto ... John Tee, AM, Electric Auto-Lite 
td., elected president, Advertising & Sales 
lub of Toronto . . . John F. Ewert, Jr. now 
irector of advertising and sales promotion, 
‘ates Engineering Co., Wilmington . . . Rob- 
ext E. Malley appointed assistant AM of 
blaw-Knox Co., Pittsburgh ... E. W. Seay 
assistant mgr., general advertising, West- 
inghouse Electric Corp., Pittsburgh ... P. B. 
Smith, formerly AM, to director of adv., Proc- 
ter & Gamble Co. of Canada Ltd., Toronto: 
Rk. P. Beadon becomes AM .. . Harold W. 
Phillips to AM, Chicago office, National Ad- 
vertising Co. . . . George Freeland, formerly 
assistant service sales and ad manager, 
named AM, Holley Carburetor Co., Van Dyke, 
Mich. ... T. Jack Henry, previously manager 
of advertising, sales promotion and training, 
Lincoln-Mercury, to assistant general sales 
manager, advertising, sales promotion and 
training, Mercury division .. . Gene Wede- 
reit, formerly director of advertising of the 
Girdler Co. and Tube Turns, Louisville, pro- 
moted to director of advertising of National 
Cylinder Gas Co., a new post—Chicago . 
J. C. Gauntlett of the Upjohn Co.; Kalamazoo, 
promoted from AM to director of advertising 
. Howard A. Stockwell. Jr. to AM and SPM 
for Tyer Rubber Co., Andover, Mass... . 
Edward C. Cohen named AM and promotion 
director of Arthur H. DuGrenier Inc., Haver- 
hill, Mass... . F. D. Wise to AM, axle divi- 
sion, Clark Equipment Co., Buchanan, Mich. 
. Jack W. Thompson cppointed director of 
advertising and sales promotion, Douglas 
Furniture Corp.; Chicago and L. A.... 
Albert J. Ackerly to Facit, Inc. as AM... 
Mrs. Bonnie Slover to advertising and fashion 
sirector of Anne Fogarty, Arkay Jr. Frocks 
1d Junior Formals . . . Mark H. Wiseman, 
ivertising consultant, from 106 E. 31 St. to 
7 E. 80 St., NYC... Jacques Zuccaire now 
c.vertising manager at Lionel Corp., NYC 
. Howard A. Stone, formerly v.p., has been 
pointed president, Daniel Starch and Staff, 
amaroneck, N. Y. He succeeds Dr. Starch, 
ho was named chairman of the board... 
' chard J. Brown now sales promotion man- 
er, United States Plywood Corp. ... H. Z. 
euston named director of advertising, pub- 
. city and promotion at the Gohama drapery 
id upholstery division, Cohn Hall Marx Co. 
. Arthur Hansen to executive V.P. and 
uce Enderwood to V.P. for advertising of 
e Gruen Watch Co. . . . Louis Gumpert 
»w V.P. in charge of sales and advertising, 
n Ami Co., NYC ... James O. Graves 
pointed assistant manager of advertising 
id promotion, textile fibers dept., E. I. du 
ont de Nemours & Co., Inc. . . . Maurice 
codman Jr. is now advertising and sales 
“omotion director for Technical Tape Corp. 
- Helene Beltner, formerly manager of 
). §. distribution for Eleanora Garnett, Ital- 
in designer, is now AM and merchandising 
aanager, Seamprufe, Inc., NYC... Alynn 
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Take advantage of our 
complete service, including: 
* Photography 
* Flexichrome Prints 
* Finished color work ready for 
reproduction any size up to 
40 x 70 inches 
or 
we can work from any 
copy that you 


may supply. 


MU 5 1864-5 14 EAST 39th STREET, NEW YORK 16, N.Y. 


we speak 
a graphic 


> 
> 


language 


to our 
clients** 


**Hal Buksbaum, Art Director, Coral Records 


ektachrome retouching 


DUPLICATES, ASSEMBLIES 


mildred medina 


270 PARK AVENUE « MURRAY HILL 8-0270 


way’s standard 
viewers 


Used by 25 leading 

New York color plate makers 
Write for information 
Chappaqua, N. Y. 


Regent's NEW improved stagette 
technique now makes it easy to shoot 

for unusual special effects. 

Dramatic"3-D realism at no extra cost. 

“The better ad agencies (and théir 

clients) rely on Regent's Talent-team 

for the “best” in PROMOTION ART 

- » creative booklets, films plus essential 
visual aids, for bepter PRESENTATIONS, * 
Projection “planning/staging plus expert 
meeting advisory services FREE. 
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MECHANICALS 


Joseph Torch 


ARTISTS & DRAFTING SUPPLIES 


for the Studio Trade 
“The Best for Less" — Framing & Matting 


(Near 7th Ave.) 


Shilling elected V.P. of National Distillers 
Products Corp., in charge of advertising and 
sales promotion ... Henry Schachte, formerly 
senior V.P. of Bryan Houston, to advertising 
V.P. at Lever Brothers, NYC ... Milton Bram 
formerly director of sales promotion, Ekco 
Products Co., now director of advertising, 
Huntington Mfg. Co. ... Walter D. Strang 
appointed AM, Callaway Mills, Inc., NYC 
. . . Irwin Roseman, formerly director of sales 
promotion, Bulova Watch Co., named direc- 
tor of merchandising and sales promotion, 
Exquisite Form Brassiere . . . Herbert F. Oster- 
held, assistant AM, Borden Cheese Co., was 
elected commander of the Advertising Men's 
Post 209, American Legion, NYC .. . Neal E. 
Tonks now director of merchandising and 
advertising, Chix Baby Products division, 
Chicopee Mills Inc. . . . George A. Steers 
named director of sales and advertising, 
Sanforized division of Cluett, Peabody & Co. 
. . . Paul F. Vollmer to AM, Blaw-Knox Co., 
Pittsburgh . . . Helen L. Stinnett to director of 
public relations, Moore Institute, Phila. . . 
J. C. Carr promoted from AM to director of 
marketing, American Type Founders, Eliza- 
beth, N. J.... 


CAMPAIGNS Troy Sunshade Co.. Troy, 
Ohio will expand its ad 


program for umbrellas and wrought iron fur- 
niture . . . Necchi-Elna Sewing Machine Sales 
Corp. has introduced a new machine. Grey 
Adv. handles the account . . . American Oil 
Co. has begun its most aggressive campaign 
for unleaded gasoline, using all media... 
Clepay Corp., after test marketing and local 
advertising, will open its national campaign 
to the tune of $100,000 through Fairfax Inc. 
. . . Kentile is using newspaper and maga- 
zines throughout the country this summer for 
its campaign of tile flooring . . . “Lotta 
Sparkle” is another trade character for 
Clicquot Co. to spark a stepped-up campaign 
in newspaper ads and TV commercials... 
Success of advertising for Puerto Rican 
rum in this country has earned an increase 
in budget to $1,300,000, according to the 
insular legislature. Ogilvy, Benson & Mather 
is the agency . . . Witty Bros. new ad cam- 
paign will point up the fact that most men’s 
wear is selected by women . . . Mexico's 
tequila will get a big campaign through the 
Howard Tullis Advertising Agency. The 
Tequila Matador will be urged . . . Kroehler 
Mig. Co. is planning a pre-fall furniture pro- 
motion in full pages, four-color, national mass 
mags . . . Sun Oil is introducing a new type 
of gasoline via newspapers, including color 
copy in 24 Sunday supplements . . . Columbia 
Records has scheduled a major magazine 
push for its new line of phonographs and 
tape recorders . . . Push-button sewing will 
be introduced by Brother Sewing Machine 
Mig. Co. of Japan in September . . . Mile. 
Scandale will be here in the flesh, come the 
Fall. The line drawing is now a live photo- 
graph. Rockmore Co. . . . Omega Watch Co. 


East Side, West Side — 


around the 


4 


For Artists’-Needs. 

3 STORES CONVENIENTLY 
LOCATED to serve you 

quickly and efficiently. 

FAIR PRICES SINCE 1868 


DISTRIBUTORS of all famous 
brands including 

ARTYPE BOURGES COLOR-AID 
GRUMBACHER KRYLON STRATHMORE 
WINDSOR & NEWTON © ZIP-A-TONE 
IN NEW YORK 
E. H. & A. C. FRIEDRICHS CO. 


e 37 EAST 28th STREET 
LExirigton 2-0300 
e 40 EAST 43rd STREET 
MuUrray Hill 2-2820 
@ 140 WEST 57th STREET 
Circle 7-6607 
IN PHILADELPHIA 
HENRY H. TAWS, INC. 
e 1527 WALNUT STREET 
Rittenhouse 6-8742 


PHONE FOR PROMPT SERVICE 


LABORATOR’ 
149 WEST S4th STREE 
Circle 7-174 ’ 


COLO? 
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MUrray Hill 9-7952 
GRAPH! compesing, etc. 
transparencies, 
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AORE 


1s set up a heavy fall campaign through 
L win, Williams & Saylor . . . April Showers, 
a new stick deodorant of Cheramy Perfumer, 
v ll be promoted by Emil Mogul Co....a 
mr ior cooperative promotion is in the offing 
fc spurring the sales of soft-drink in North- 
e stern U. S.... Lewyt Corp. is preparing 
a fall campaign at $2,000,000 for vacuum 
cl aners . . . New liquid detergent, Chiffon, 
w 1 be promoted by Armour & Co. . . . Chem- 
st and calls its coming campaign for Acrilan 
as the biggest ever for one type of garment 
. Willys Motors, Toledo, is starting a new 
dr've to aid the dealer market for Jeeps... 
Mckers of glass bottles and jars have gotten 
together for a $1,200,000 ad and promotion 
campaign. Through Kenyon & Eckhardt... 
Bulova Watch Co. features six new senator 
watches in the largest campaign ever for 
the company . . . Canada Dry is pushing its 
gin and tonic ads .. . New toilet soap, Dove 
being test marketed—Lever Bros., Ogilvy, 
Benson & Mather . . . Paper-Mate has set a 
$5,000,000 campaign for this year, with the 
introduction of Tu-Tone, a new pen... 


PHOTOGRAPHY Hirshon Photo-Re- 
touching Service is 


now at 56 W. 45 St., NYC... . Stanley Rosen- 
feld, back after a tour of duty with the Navy, 
now representing his dad, Dave Rosenfeld, 
NYC ... Phil Kriegler to Authenticolor, Inc., 
as promotion director for a new color depart- 
ment... Dr. Maurice L. Huggins, research 
associate of Kodak Research Laboratories, 
has been invited as a visiting professor at 
Osaka University. He will also lecture else- 
where in Japan . .. Karl Heitz has moved 
his offices and warehouse to 480 Lexington 
Ave., NYC ... Top photographic experts, led 
by Edward Steichen, conducted a series of 
iectures for the U. S. Information Agency 
staff members working with visual mate- 
ricls . . . Ralph Baum of Modernage Inc. 
spoke to the ASMP June 29th . . . $3,000 in 
pizes were awarded in the 1955 Graflex 
P! oto Contest . . . Modernage Custom Dark- 
room Inc., 480 Lexington, has reprints of 
a: article about them and “Black & White 
ir your Leica” from Leica Photography . . 


T LEVISION Robert W. Rawson pro- 
moted to radio and TV di- 

‘tor of Sherman Lawrence Advertising, 

.. . Tom Whitesell appointed pro- 
© ction supervisor, Transfilm, Inc., NYC... 
* dicam Pictures Corp. moved to 210 E. 5 St., 
'C... Edward R. Bosley named creative 
© -ector of television, Foote, Cone & Belding, 
‘ n Francisco... Lewis Wechsler, formerly 
Emil Mogul and Y & R, has joined the 
dio and TV dept., Benton & Bowles, NYC 

- John R. Sheehan, director of radio and 

7 at Cunningham & Walsh, elected vice 
resident . . . Ray J. Maurer is the new di- 
‘ctor of radio and TV, Geyer Adv. ... 
‘ank P, Bibas to head of TV commercials, 
oland Reed-Cross, Krasne TV Productions, 
iollywood . . . Earl Klein, formerly president 
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Kurshan € lang 10 E. 46 St.,N. Y. 17, MU 7-2595 


EKTACHROME 


DUPLICATE 


Here at Kurshan & Lang 
controlling color is a highly 
specialized art. Duplicating 
Transparencies better and 
faster is but one of the many 
miracles performed in this 
complete color workshop. 


type of flat artwork or film 

to exact scaling for perfect 
engraver’s composites. Color 
corrected and balanced to sat- 
isfy the most critical color 
advertiser, agency A.D. orP:M. 
FREE! cot att the first and facts on K & L's 

amazing variety of color services. Write or 


“phone for NEW HANDBOOK. Contains: 
to complex color problems time 


Other services include: 


e@ EKTACHROME PROCESSING 

e@ DYE TRANSFER CARBRO 
Color Prints for Reproduction 

e@ FLEXICHROME MATRICES 

@ MASKING PRINTON SLIDES 


BOSTON 


but Associated Artists is on the go, 


It's vacation time in 


Uninterrupted studio service all summer 


associated artists 


296 Boylston Street, Boston, Massachusetts COmmonwealth 6-7560 


ib irving berlin 


ARTISTS’ & DRAWING 


os 
292 Madison Ave. N Y.C. 


| 
3 
1 S te, 
Made in all sizes from any 
a 
2 
1 = 
d 
complete 
art 
service 
719 Avenue * New York 19, N.Y. 
IGNER 


GLAUBACH | 


WA kins 91 3359 


Visual COPY-CASTER 
shows type specimens —keyed 
for instant copy-fitting! 


Artists, ad-men, copywriters—get new con- 
venience, speed, accuracy for your job! Now 
Haberule gives you a completely self-con- 
tained copy- fitting tool. It features 29 speci- 
mens of the “must” type faces in caps and 
lower case (6 to 18 pt.) all keyed for instant 
character count. See the type you want— 
and fit your copy at the same instant! Over 
800 machine and foundry types are also listed 
in all sizes to 18 point. Beautifully printed 
in 2 colors, plastic bound 
with silver- 
embossed cover: 

Complete with yellow Viny- 
lite type gauge. 
MONEY-BACK GUARANTEE 

Al art supply stores 
or atrect, only 7-50 


The HABERULE CO. 
Box $-245 Wilton, Conn. 


+e ee tt tt 


Ralph Marks Color Labs. 


e Carbro 

e Dye Transfer 
e Colorstats 

e Flexichrome 


344 East 49 EL 5-6740 


Inc. at 843 N. La Cienega Blvd., L. A.... 
Playhouse Pictures’ first De Soto commercials 
have appeared recently on TV . . . Ernest K. 
Schultz Jr. to director of radio and TV, Apple- 
stein, Levinstein and Golnick Adv... . 


MEDIA The Chilton Co. has purchased 
the book division of Conover- 
Mast Publications Inc., Philadelphia . . . 


PRODUCTION catherine Cabell to Ap- 
plestein, Levinstein and 


Golnick as production supervisor . . . Harold 
Shaw appointed production manager at Grey 
Advertising . . . Merrill Sheppard to Grand 
Union Co. as advertising production manager 
. Wayne G. Stadler, formerly production 
manager, Boston Post, now production man- 
ager, Gabriel Stern Adv., Boston . . . Michael 
J. Madar, appointed senior V.P. in charge of 
production, Lennen & Newell . . . Stephen J. 
Roth to the production department of Meldrum 
& Fewsmith, Cleveland . . . Hal Licker pro- 
moted to PM, Bureau of Advertising ... 
Paul Bell now PM, Chester Gore Adv. ... 


TYPOGRAPHY George Cole to the 
Typecetters Inc., New 


. . Skilset Typographers moved to the 
llth floor of their building at 250 W. 54 St, 
New York . . . Calligrapher Arnold Bank has 
completed a year in England on a Fullbright 
fellowship and is touring Europe before re- 
turning to this country. He will lecture on 
“Calligraphy & Its Influence in the Time of 
Plantin” in Antwerp early in Sept.... 
Fotosetter now offers Devanagari script, 
which derives from ancient Sanskrit... 
Kilpatrick Printers Service Co., 239 Garnett 
St., Atlanta, now carrying Amsterdam Con- 
tinental Types .. . 


EXHIBITIONS A Photographer's Gal- 
lery: thru August 27, 


group show of the work of 19 photographers 
(48 W. 84 St., NYC)... A. L Friedman, Inc.: 
September, Lettering and Illuminating, Enid 
Eder Perkins . . . Limelight: August, group 
show of work of 15 photographers... Museum 
of Modern Art: thru Aug. 21, U.P.A. animated 
cartoon exposition; Aug. 17-Sept. 25, Survey 
of the work of Alvin Lustig and Bruno Munari; 
thru Sept. 5, paintings from private collec- 
tions; thru Oct. 16, Japanese Exhibition 
House .. . New York Public Library: Toulouse- 
Lautrec, Dufy, Matisse, Picasso and other 
artists featured in 25 great books illustrated 
by well known artists; thru Sept. 6, rare 
books exhibit . . 


DEATHS Horry H. Wetherald. artist and 

vice president of two printing 
and commercial art companies in Providence, 
R. I... Arthur H. Weese, partner in King- 
Weese Studios, photographers in New York 
. Ernest Albert. artist and illustrator... 
Sears Gallagher, etcher and watercolorist 
of Boston... @ 


SERVICE 
DEPENDABILITY 
UNLIMITED PRINT SIZE 


SAVE TIME WITH 
THE RIGHT PRINT 


TECH PHOTO LABS. 


14 EAST 39th ST. N.Y.C. MU 3.5052 


our own art newsletter? 
Free, of course. 


A. 1. Friedman inc. 
20 E. 49 St., NewYork 17 


Cuy TAMBURO Srupre 


illustration 
still life 
lettering 
retouching 


7 

comprehensiv 


layouts 
mechanicals 
flexichrome 


2 West 46th Street New York 36, N. Y. 


JUpson 2-4363-4-5 


: of Storyboard, Inc., has formed Animation } + 
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ALL 


TECH STUDENTS 
are trained 
as craftsmen 


ALL 


of our Tech. Illustration Students 


DO . isometrics 
dimetrics 
trimetrics 
perspectives 
mechanicals 
retouch photos 
render... 

Understand Production 


Cali 


ART SCHOOL 
245 EAST 23RD ST. - 


MU 3-8397 


NEW YORK 10. N.Y. 


ON CLEAR 


ACETATE 


IN BLACK, WHITE 
AnD COLOR 


VISUAL EDUCATION SLIDES 
VUGRAPH ... 35mm 3% X 4 


Another NEW addition to the 
many services offered by 
ADMASTER PRINTS, inc 
1168 - 6th AVENUE, N. Y 


STATS PHOTOPRINTS - SLIDES 


PL 7-5090 


20 W 50th St..New York, N.Y 


| MAYER CO, Inc. 
ttist’s materials . . . sign painter and 
isplaymen supplies . . silk screen 
1aterials. Agents for The International 
utawl - Balopticon. 
-9 UNION SQ. + N.Y.3 © AL 5-7644 
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letters 


(continued from page 10) 


Orchids indeed... 


Congratulations on the very fine article 
appearing in your April issue on, “Copy 
Preparation for Screen Process”. It is 
one of the finest pieces of expository 
writing I have ever read. 

The SPPA’s Education Committee is 
carrying the article’s idea two steps fur- 
ther by preparing three memos that will 
describe: 

1. What the artists must consider 
in preparing art work to be ex- 
pressed by the screen process 
printing method when the proc- 
essor will employ one of the 
three basic stencil systems. 

2. The specific and distinctive 
characteristics and/or effects of 
the final printing job when each 
of the three stencil systems are 
employed. 


Robert H. Blundred, 
Executive Secretary, 
Screen Process Printing Ass‘n. 


Where credit is due... 


Helmut Krone did a fine job of art 
direction on the initial Exeter Hose ads 
for which I was given credit in your 
May issue. I art directed the follow up 
ads that continued the trend Mr. Krone 
had set, I’m sorry he wasn’t given credit 
originally and hope you will note this 
in your next issue to set the record 
straight. 


Morris Brodis, 
Rosenthal & Brodis Associates 
New York, N. Y. 


with 


Been ADing around town for over five 
years. Recently found myself out of cir- 


. culation for a few months with no ADSN. 


I’ve always been the guy on the receiving 
end of my agency’s copy! Naturally this 
method of obtaining AD news has its 
drawbacks. Too many interceptions on 
the part of my cohorts led to too many 
missing copies. (Value isn’t easily come 
by.) Since moving to the Richard-Lewis 
Advertising Agency as an AD I've made 
up my mind. So here’s my order. Won- 
derfully improved format—swell covers— 
and you really have something to say. 
Keep up your high standard and rush me 
my copy immediately! 

John R. Nobriga, 

New York, N.Y. 


IMAGE PROJECTOR 


NOW... TRACE-RITE 
OFFERS MORE 
NEW FEATURES! 


NOW Trace-Rite, already acclaimed the finest 
quality image projector money can buy, 
offers you sensational NEW features at no 
extra cost. NOW you can do your own photo- 
stats, photographs, television positives and 
overlays and photo-stencils for silk screen 
work. Yes, Trace-Rite offers you more ver- 
sality than ever before. Imagine the time and 
money you'll save. Everything you need for 
your art department will be under your con- 
trol. You use standard darkroom procedures 
for photographing and developing, complete 
instructions furnished. Write TODAY for free 
literature or. . . 

SEE YOUR DEALER 
BOSTON—M. M., Ross Company 
CHICAGO—Sheldons Drafting & Art Materials 
CLEVELAND— Ohio Art Materials Company 
DETROIT—Lewis Art Supply Company 
INDIANAPOLIS—National Decorators Sup. Co. 
NEW YORK—Crane Gallo Art Supplies 
TORONTO—Robert Allworth, Ltd. 
PHILADELPHIA—Philadelphia Art Supply Co. 


TRACE-RITE INC. 
317 BLVD. BLDG. « DETROIT 2, MICH. 


16 west 45 street, new york 19, n.y. 
photo retouching and advertising art 
leOnard forray 


PRESIDENT 


mu 7-4150 
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Art Director & Studio News 


bookshelf 


The AD&SN bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


112. The Book of Signs. Rudolph Koch. 493 

symbols of several types: primitive re- 
ligious, mystical, chemical, social, astrolog- 
ical and weather elements. $1. 


113. Creative Advertising. Chorles lL. 

Whittier. Covers selection of media, 
art, production, research, marketing ond 
writing of the ad. 600 pages, fully indexed 
-a readable encyclopedic treatment of 
advertising. $8.50. 


114. Arts and Ideas. William Fleming. Ma- 

jor periods of Western art—architec- 
ture, sculpture, painting, literature and mu- 
sic. Discusses the relationships between 
mode of expression and the social, cul- 
tural and political environment. 360 half- 
tones plus many drawings. 797 pages, fully 
indexed. $10. 


83. International Poster Annual, 1954. Edited 

by Arthur Niggli and W. H. Aliner. 488 
posters from 24 countries, mostly in black and 
white. Artists, advertisers, agencies and printers 
are indexed. Stimulating visual record of posters 
throughout the world. $10.95. 


94. 33rd Annual of Advertising and Editorial 

Art. New York Art Directors Club 1954 Show. 
Contains the best in American advertising and 
editorial art, as shown in the 33rd Annual Exhibi- 
tion. $12.50. 


110. Penrose Annual 1955. Edited by R. B. Fish- 

enden. Technical articles on new graphic 
arts techniques and materials, typography, art, 
lettering, reproduction. Illustrations show |litho- 
graphs, posters, examples of typography and 
layout, art and illustrations. There are 23 inserts 
of letterheads, book and publication covers and 
pages, menus, Bible pages. $8.50. 


ART 


103. An Atlas of for Artists. 

Fritz Schider. 1955 edition enlarged to in- 
clude 300 figure studies by Leonardo, Michel- 
angelo, Rubens, Degas, Rimmer, Vesalius and 
ten other masters. Contains more than 500 pic- 
tures of the human form. Special section contains 
nude-model action shots and photographic studies 
of growing children. $6. 


111. How to Use Creative Perspective by Ernest 

W. Watson. Analyzes the aspects of illus- 
tration which involve perspective problems. Iilus- 
trations are by such artists as Dorne, Fawcett, 
Atherton, Bobri, Cezanne, Stahl and Parker. $7.50. 


DISPLAYS 
100. Point of Purchase Cardboard Displays by 

Victor Strauss. A definitive work written in 
the practical language of buyer and printer. 867 
illustrations aid in planning and constructing dis- 
plays of many different types. Clear, concise data 
and directions serve as a rich mine of display 
ideas for the buyer. $15.00. 


LAYOUT 
87. Advertising Layout. William Longyear. An 


informative and stimulating exp ion on 
how to create ad layouts that make people stop, 
look and read. Illustrations are from best current 
practice. Discusses layout problems for each 


media. $6.50. 


102. Layout File by Harry B. Coffin. Idea start- 
ers for the designer, advertiser and buyer 
of printing. There are 1,333 sketches to illustrate 
some of the layout styles that might be used for 
mailings, catalogs, folders, posters, displays, etc. 
Reprinted from American Printer. $2.00. 


107. 101 Usable Publication Layouts by Butler, 

Likeness & Kordek. Practical handbook on 
publication layout with 101 illustrations of single 
page layout situations and problems, with and 
without il'ustrations. Each is evaluated briefly. 


$3.75. 


LETTERING, CALLIGRAPHY 


96. 101 Alphabets by Hunt & Hunt. Manual of 
lettering styles showing more than 100 styles 
ranging from Roman to modern. $3.75. 


106. Chinese Calligraphy by Chiang Yee. Deals 

with the origin and construction of Chinese 
characters, styles, techniques, strokes, compo- 
sition, training and the relations between callig- 
raphy and other forms of Chinese art. The author 
gives thoughtful consideration to the aesthetics 
of the visual beauty of words and their formation. 
230 pages, fully indexed, 6 plates and 155 text 
illustrations. $6.00. 


109. The Universal Penman. George Bickham. 

Facsimile reproduction of 1743 edition of 
penmanship, flourishes and calligraphic styles 
engraved by George Bickham, 18th century master. 
212 plates. Wealth of design ideas. $8.50. 


TELEVISION 
31. Designing for TV, Robert J. Wade. Te! 
plus 200 illustrations tell TV artist abot 
scenic design, art direction, title and graphic 
makeup, costuming, preparing for productio: , 
commercials, story-boards, and staging. $8.50. 


98. Staging TV Programs and Commercials t 

Robert J. Wade. A solid factual, illustrate : 
package of know-how on planning and executin ; 
sets, props, production facilities. Covers staginc . 
scenic construction, lighting, special effect, 
graphics. Written for the pro by an AD and T’ 
production man. $6.50. 


80. The Airbrush Technique of Photograph - 

Retouching. Walter S. King and Alfred 
Slade. Both those who know its uses and thos3 
who are unfamiliar with airbrush techniques wi 
benefit from this clear, well illustrated manuci. 
Numerous photographs show how and when to 
use the airbrush, how to retouch photographs ard 
much technical information. 118 pages, paperback 
with looseleaf binding. $9.50. 


108. The Complete Airbrush Book by S. Ralph 
Maurello. Comprehensivé reference manuc! 
on the airbrush is packed with know-how. 400 i!- 
lustrations accompany text which teaches ail 
phases of rendering and retouching. $7.95. 


101. The Technique of Advertising Production. 
Thomas Blaine Stanley. Second Edition. 


Up-to-date revision of a basic text which is 


packed with practical data, charts, diagrams 
and tables. A good reference book for both 
the student and art and production personne!. 
Indexed. $6.75. 


42. Streamlined Copy-fitting. Arthur B. Lee. 

1954-55 edition of this manual, now 64 
pages, contains character count for more than 
1450 faces, including caps and small caps. All 
necessary scales are on one master gauge. $5.95. 


79. Commercial ,Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job ino 
logical steps, deadlines, model and prop fes 
and other factors that are a source of friction 
between artist and buyer. Legal aspects ce 
explained, financing, bookkeeping and tox m<'- 
ters discussed. Markets for commercial artw« k 
and tips on selling are offered. Includes |:e 
Code of Fair Practices of the Joint Ethics Co - 
mittee and the code of ethics of the Americ 
Association of Advertising Agencies. $2.95. 


ART DIRECTOR & STUDIO NEWS 
43 E. 49th Street, New York 17, N. Y. 


80 83 87 
108 109 


Amt. Encl. $. 


Please send me, postpaid, the books corresponding to numbers circled below. 


94 96 98 101 
110 m1 112 113 


All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders 
New York City delivery. Payment must be made with order. 


State. 


If you want a book not listed, send your order and we will try to get it for you. 
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ADD - A-TYPE 


— THE EASY WAY TO SET 
YOUR OWN TYPE HEADINGS! 


1. Draw a guide line on your artwork 
with a light biue pencil. e around 
bottom guide line with razor 


2. Place letter in — on copy so 


that black guide registers with 
blue line. When complete word is 
position rub the type down 

make it adhere. Cut off biack gu 
lines and your copy is ready! 
Add-A-Type offers over 300 type 

arrows, symbols, etc. on self-adhering 
transparent plastic sheets. 


only 85¢ per full sheet 


Write on your letterhead for Add-A- 
Type catalogue line. 


a produc 
America’s largest art Center 


ARTHUR BROWN & BRO., INC. 
2 W. 46th St., New York 36, N. Y. 


save time with... 


RUBBER CEMENT 


Artists and production departments find 
StaSet practical, efficient and economical. Al- 
ways a flat firm bond; dries quickly and 
never wrinkles paper. 

StaSet may be used single surface ord 
ble surface effectively. Excess rubs off easily. 
Assures fast, neat paste-ups and mounting. 

Sold at better art supply stores everywhere. 
INSIST ON GENUINE Staset 
THE MONET COMPANY 
43 South Avenue, © Fanwood, N. J. 


odoni, Century, Futura — 


It’s not only the type face . . 
but the way it’s handled 


design conference 


(continued from page 60) 


“What we badly need is a simplified 
alphabet, coordinated with simplified 
spelling. A phonetic written language, 
using visually efficient symbols. 

“The graphic designer has, by nature 
of his work, remained perhaps too much 
a beautifier, while before him lies an all 
inclusive scope. 

“I am proposing an institute for visual 
research, where all accumulated expe- 
rience and knowledge could be gathered 
and where the large problems of com- 
munication would be aired by collabora- 
tive methods between designers, artists 
and scientists.” 

Sol Cornberg was TV designer for 

NBC’s “Today” and “Home” Studios. 
He has been a stage and TV director and 
is design consultant to England’s TV 
City being built in Manchester as part of 
a slum clearance program. Mr. Cornberg 
was one of the first day speakers on the 
theme, “Communications.” Some of his 
observations follow: 
“The accelerated rate of communication 
which permits a design to be seen coast 
to coast in the space of a few seconds has 
in it inherent contradictions. To show 
the design so quickly implies the ability 
to meet the demand which will be gen- 
erated. Demand is volume. Volume 
should mean royalties. Therefore, you 
might ask, how can the designer lose? 
I congratulated a manufacturer recently 
on the fact that his product was being 
used in a specific area. He said, “That's 
strange. We don’t supply that area.” The 
speed of communication had permitted 
a competitor to come in with what... 
was a duplicate of the manufacturer's 
product before he could get supply up to 
meet the demand which he had created. 
How may a designer compete in this 
hastened time when the ability to obso- 
lete oneself is the criterion for exist- 
ence?” 

“I do not agree that the “integrated 
designer” is one who is able to conceive 
of a project, research and develop it, 
design all its components and bring it to 
fruition with writing of copy, design of 
typefaces and layout...To complete 
this “cordon sanitaire” he should now 
dig deep into his jeans and come up with 
enough pieces of eight to purchase his 
own product—at a profit—and so con- 
tinue the vicious circle of self-cannibal- 
ism... The day of self dependence 
passed with the silencing of the hand- 
loom...” 

“We are not asked to design for the 
ages, we are asked to communicate 
now.” @ 


X16048 . . . one of the thovsends of our stock pictures 
for $15, with $5 off if you use our credit line. 


did you say 


“STOCK”? 


Yes, Baby, Startling Stock Pictures From 
UNDERWOOD & UNDERWOOD 
ILLUSTRATION STUDIOS INC. 
For further information write to 


319 E. 44, New York 17 6460. Chicage 11 
Tel. MU 4-5408 Tel. DE 7-171) 


Designed to meet 
the exacting 
standards of the 
very people who 
use the brush as 
a basic tool in 
their work. 


Deltas |} Jewel’ 


Write for FREE booklet: ‘‘Illustra- 
tion, Retouching, Lettering with the 
Red Sable Water Color Brush.” 


delta brush mfg. corp., 
119 bleecker st., n.y. 12, n.y. 


FOR YOUR 


EXACTING 

SOBSece 299 MADISON AVE 
MATTE east 
GLOSSY 
STIPPLE for 7 EAST 47th ST. 
WATER COLOR 


BLUEPRINT CO.! 


7 EAST 47TH STREET*PLAZAI-2240 -NEW YORK 
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to have your firm listed cali Plaza 9-7722 


Concord Artists Materials 
Everything for the artist, prompt service 
184 Lexington Ave., N. Y. C. LE 2-3740, 3799 


Lee’s Art Shop, Inc. - 
Complete line art materials & fine framing 


209 West 57th St., NYC Cl 7-0679 
ART sTUDIOS 

H. L. Perman Associates 

Specialists in art and production 

246 Fifth Ave., N. Y. 1 MU 4-4408 


COLORSTATS 
Ralph Marks Color Labs 
low cost, full color reproductions from color 
transparencies and opaque copy. 


344 E. 49 St., N.Y. C. 17 EL 5-6740 


DESIGN 
Frank J. McMahon Studio 
Hand Lettering * Design * Mechanicals 
924 Bergen Ave., Jersey City, N. J. SW 5-1847 


The Bettmann Archive 

Old time illustrations on any subject. Events, In- 
dustries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 


LAYOUT 


Palette Color Service 
Color layouts for art studios and publishers 


527 Lexington Ave., NYC PL 8-1842 
LETTERING 

Frank Kaz 

Comprehensive & finished lettering 

162 W. 54th St., N. Y. JU 2-1548 


Q Q Titles 
2000 Fonts of Hot Press Lettering Available. 
1243 6th Ave., N. Y. C. Cl 7-2126-7 


MECHANICALS 
Alfred Henry Studio 
Speed * Accuracy * Dependability 
7 West 44th St., N. Y. C. MU 2-5679-5680 


PHOTO SERVICES—COLOR 
Colorsemblies, Inc. 
Ektas assembled, retouched, duplicated 
112 W. 48 St., N. Y. 36 PL 7-7777 
Kurshan & Lang Color Service 
24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 
10 E. 46th St., N. Y. 17 


PHOTOSTATS 
Bee Photo Service 


MU 7-2595 


PHOTO SERVICES—B&aW 

Modernage Photo Services 

319 East 44 Street, New York, N. Y. 

Prints for reproduction in grey-scales to meet 

exacting requirements of all printing processes 

@ Developing and printing for magazines and 
industry 

@ Copying of artwork 

@ Commercial photography; studio available by 
hour and day 

Call Ralph Baum 


Moss Photo Service Inc. 

Color postcards, color separations 

50,000 black & white glossies made daily 

Moss Building, 350 W. 50 St., NYC Plaza 7-3520 


LExington 2-4052 


Davis * Ganes 
Color Correction and Retouching of 

Transparencies, Dye Transfers & Carbros. 
Flexichrome Coloring 
516 Sth Ave., N.Y. 1 


Horstmann & Riehle 
B&W, Industrial, Pictorial & Flexichromes 
18 East 41st Street, N. Y. C. MU 5-7258 


Max Jaikin 
Color Transparency Retouching and Assembly 


MUrray Hill 7-6537 


58 W. 57th St., N. Y. 19 Cl 6-8712-3 
Tulio Martin Studios 

Transparencies 

58 W. 57th St., N. Y. 19 Cl 5-6489 


Vincent Martin 
Color—transparencies, separation negatives 
58 West 57 St., N. Y. C. Circle 64894 


Wiener Studio 
Charts ® Posters * Slides * Silk Screen 
12 East 37 St., N. Y. C. MU 6-0656 


Ways’ Standard Viewers 
For viewing color in transparencies correctly 
William P. Way Chappaqua, N. Y. 


Graphic Counselors 
Speedy, A-1 reproduction, on all surfaces 
146 Forsyth St., N. Y. C. OR 4-2940 


Jaysee Display Advertising, Inc. 

Quality reproduction. Posters and displays. 

12 E. 12th St., N. Y¥. 3 OR 5-7280 
Masta Displays Inc. 

20 years leadership in silk screened 


posters and displays 
230 W. 17th St., N. Y. C. 


Brown Brothers 
One of America's largest collections ‘of stock 
photos and old time illustrations. 


CH 2-3717 


call Plaza 9-7722 


HAWAII OPPORTUNITY 

for talented and experienced 

ART DIRECTOR 

to take full charge of art department 
in new Honolulu Agency. 

Send resume and samples to 

Boland Associates, 301 Broadway, 
San Francisco. J 


SALESMAN WANTED. Well-established, grov ng 
New York studio seeks experienced art and f io- 
tography salesman. Salary plus commission. W ite 
complete resume. Box 803, AD&SN, 43 E. 49 +., 
NYC 17. 


TYPE DIRECTOR/PRODUCTION MANAGER . ith 
long experience in planning, scheduling and <on- 
trol of advertising production. Equipped to de- 
velop outstanding | typography with efficiency, 
speed and low cost. Available August 1. 3ox 
804, AD&SN, 43 E. 49 St., N¥C 17. 


ART DIRECTOR, free-lance, has own substantial 
billing. Desires tie-in with equal artist or studio 
for mutual benefit. Box 806, AD&SN, 43 E. 49 St., 
NYC 17. 


ART STUDIO, medium sized, midtown NYC, well- 
known—desires merger with 1 or more studios- 


. good plan will save and make more money imme- 


diately. Also‘interested in SALESMAN with ac- 


.. counts who wants to realize more for his effort 


as equal partner. Box 802, AD&SN, 43 E. 49 St., 
NYC 17. 


HIRING ART STAFF? 


coll “The Art Unit’ or 7-9100 

New York State Employment Service 

1 East 19th St. New York 3, N. Y. 
A specialized placement service 


with many years of experience in the 
screening and placement of artists 


NO FEE CHARGED TO ANYORE 


Underwood & Underwood News Photos 


3,000,000 photos on all subjects: Historic Per- 
sonalities, Industrial, Geographical, etc. Se: d for 
our free listing. 


3 W. 46th St., N. Y. 36 


TELEVISION SERVICES 
National Studios 


Hot Press, Slides, Telops, Animatics, etc. 


JUdson -5910 


185 Madison Ave. LExington 2-1883 220 W. 42 St., N. Y. C. 36 BR 9-4742 145 W. 45th St., NY 36, NY JUdson -1926 
270 Park Ave. Plaza 3-8837 
10 East 52nd St. Plaza 3-9277 John Staby - : TYPOGRAPHY 
Agricultural. photos for advertising. Farm animals, 
Riteway Photoprint Co. poultry, crops, etc. Write, stating your needs. A The Composing Room, Inc. 
The Art Director's photostat service selection will be submitted. Advertising Typographers 
1465 Broadway at 42nd St., N.Y. C. PE 6-4896 122 W. Hazeltine Ave. Kenmore 17, N. Y. 130 W. 46 St., N. Y. JUdson -0100 
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125 WEST STREET 
COLUMBUS 5-646i-2 


Classified 
SALES PRESENTATIONS 
STOCK PHOTOS 
|_| 


Craftint offers you 


the most complete 


Shading Medium Catalog 


in the world! 


id con- 
to de- 
ciency, 
1. Box 


stantial 
studio 


49 St., CUT production costs! 


well- 
udios— 


imme- ME ET deadlines efficiently! 


ith ac- 
effort 
49 St., 


ADD sales impact to layouts 
and finished art! 


rattint 


THE CRAFTINT MANUFACTURING CO. 
NEW YORK CLEVELAND CHICAGO 


CRAF-TONE SHADING SHEETS... the no glare, self-adhering all-pur- 
pose, efficient, economical overlay shading medium . . . 294 patterns! 
CRAF-TYPE ... the versatile, improved paste-up type that speeds com- 
position and really cuts typography costs! 279 Fonts, faces and sizes. ers 
CRAFT-COLOR . . . 19 brilliant, nonfading Translucent colors on self- CRAFTINT MANUFACTURING COMPANY 
adhering clear plastic sheets! 1615 COLLAMER AVE. CLEVELAND 10, OHIO 
SINGLETONE DRAWING PAPER... a chemically treated drawing paper 
with a single hidden tone for straight shading effects! 59 Patterns! Yes, sond me the world’s meet 

BLACK AND WHITE TOP SHEET SHADING FILMS... .Transparent over- complete Shading Medium Catalog... 
lay film for shading effect in line copy! 59 black also white screens 
with removable dots and patterns! Ideal for newspaper and photo en- 
graving shops. Name 
MULTI-COLOR PROCESS. .. reduces 4 color printing costs. The only Company 
reliable, inexpensive method to make plates for color printing! 
CRAFTINT DOUBLETONE DRAWING PAPER AND TRACING VELLUM... Address 
17 original two screen patterns that you develop. Two separate “in- Cit z Stat 
visible” shading tones processed into the paper to get third dimen- OY a ONG tate 
sional effects. 
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you'll find him 
alexander e. chaite studio 
this fine illustrator has 


proves his abilities | 
as unexcelied liaison 

in that big tripleplay 
between you, the artist | 
and the demands of your 
client. all ‘shooky's vast 
~experience goes into his 
new position, including 
his first hand successes @ 
as e@itorial ahd ac 
illustrator, yes he's still @ 
in there pitething with his 
own great illustrations, 


we could write J 
book about shook» 

would be still anothe: 
volume in the full sé 
of superb art talents 
find @& your comple 
serve 


4 
euclid shook @ 
n his capatities, shook 
4 
& 3 
f 
——— ; 
. 35 west 56th st. ne ye 36, 


